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You are 
Cordially Invited 
to come in any 
time-no matter 
whether you wish 

to buy or not 









































































































































Announcing our new 
Checker Board Ad Unit System 
For Dealers’ Advertising 


Here is a complete Dealer Advertising Service so 
sensibly planned, so low-priced that you simply can’t 
afford to do without it. With this new, standardized 
system we have knocked your former expense for 
advertising “into a cocked hat.” Your advertising 
worries are over—you get exactly the kind of adver- 
tising you want and at an extremely low cost. 


Do not confuse this system with any other advertising 
services existing today. It is totally unlike them. The 
trouble with all other systems has been one of two 
things. Either: 
(a) They cost you too much, or 
(b) They were not flexible enough—in other 
words they didn’t permit you to feature all 
and only the goods you wanted to feature. 
Always you had to advertise a number of 
items you knew in advance wouldn't sell in 
your locality or couldn’t advertise those you 
knew would sell, because they weren't in- 
cluded in the printed matter offered you. 


Our service is different—and complete. It includes: 
1. A series of different hand bills, as often as 
you want them, in any quantity, imprinted 

with your name. 


2. An illustrated home magazine of 6 pages 
called ““Good News.” 


3. A complete newspaper cut or mat service. 


And here is the important part. For your magazine or 
hand bill you can pick from the wide assortment we 
offer exactly the items you want to feature, the items 
you have in stock, the items you know will sell in your 
meighborhood. Type and illustrations are interchange- 
able. The price to you varies slightly, depending on 
the number of changes—but even a complete selection 
by you will still cost far less than you had dreamed pos- 
sible. In fact you couldn't prepare such advertising 
yourself for five times the cost. That’s how mass- 
co-operation benefits each one of our dealers! 


And each week we add new, salable merchandise, 
bargain-priced to you, so you can continually advertise 
bargain merchandise to your customers. Each month 
a new issue of “Good News,” ably edited by a famous 
writer, is ready to go into the homes in your neighbor- 
hood, advertising the merchandise you want to sell. 


See our salesmen for full details and prices of this new 
Checker Board Plan or write us. 


IBBARD, SPENCER. RARTLETT & (0. 


SHI CAS OS 


211 EAST 


WATER ST. 
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By Llew S. Soule 





ERE is no such thing in merchandising as a 
“steady business.” Every business changes. The 
natural law of life and death alone tends to change 

the flow of business in every community; the people who 
move in or out of a trading center gradually alter the 
business current; the children as they grow up inevitably 
contribute to business changes. In the hardware busi- 
ness there is a constant need for change; a continual 
influx of new customers is absolutely essential. 

But, you say, why is the regular acquisition of new 
customers more essential to hardware stores than to other 
retail stores? The reason lies in the very nature of the 
merchandise you sell. The great majority of articles 
carried in hardware stocks are long lived items, made 
to fill a need over a period of years. Look over your 
stock and see how many items you carry on which the 
natural replacement sales are years apart. The number 
of such items may prove a surprise to you. It may also 
serve to emphasize the need for continually adding new 
names to your list of customers. 

The hardware merchant who does not constantly ac- 
quire new customers can eventually sell himself out of 
business. he 

But the regular acquisition of new customers cannot 
be attained unless the hardware merchant keeps his store, 
his stock and his methods constantly in step with the 
general progress of business. The customer is changing; 
his needs and desires are changing; his scale of living is 
changing. The customer of 1928 will no more be satis- 
fied with the type of store which prevailed ten years ago, 
than he or she would be with the type of clothing worn 
at that time. There are styles in merchandising just as 
pronounced as styles in wearing apparel. 

Ten years ago merchandise was in demand. Goods 
were bought. Today merchandise is plentiful. Only a 
certain type of it is actually bought. The big bulk of it 
must be sold. Ten years ago display was but an incident 
to sales. Today it is a necessity. Therefore the style 
in merchandising at this time is largely one of display. 
The hardware merchant who fails to follow that style 


Is Your Store in Style? 








will soon find that his store has lost public favor, and 
profits depend upon public favor. 

We may rant and rave at styles, but we cannot stop 
them; neither can we stop the effect they have upon 
business. Ask the hair-pin manufacturers what happened 
to them when women decided to bob their hair; ask the 
hat manufacturers how the fad of going hatless has 
affected their business: ask the buggy manufacturers and 
dealers what effect the automobile had on their sales. 

But, the average hardware man is prone to think that 
style has little or no effect on hardware or hardware 
merchandising. True the hardware man is less affected 
by style than the clothier or dry goods merchant. But 
is he immune? How about horse shoes, driving harness, 
tin-ware and similar items? Could you successfully do 
business today with the stock you carried 25 years ago? 
What has been the effect upon your business of the auto- 
mobile, the power washer, the radio, the revival of in- 
terest in outdoor sports, etc.? 

However, it is not so much the style in merchandise, 
which affects the hardware merchant as the style in mer- 
chandising. Oral demand has caused him to stock the 
merchandise his customers want. In many cases he has 
failed to recognize the demand for better store arrange- 
ment, open display of goods and business efficiency, 
which reveals itself only through gradual loss of old 
customers and slow acquisition of new ones. Yet that 
demand is even more insistent than the demand for new 
types of merchandise. 

The new style in merchandising was set by the chain 
stores, but it is a logical style; a style in keeping with 
the general trend; a style which fits the present con- 
sumer market. It is not a price style. It is a display 
style. Price is incident to it only because chain organi- 
zations are geared to low priced sales. The display style 
is just as adaptable to profitable, quality goods, as it is 
to cheap, unprofitable merchandise. 

If-you are not conforming to the present style in mer- 
chandising you are flirting with failure. No attitude is 
more fatal to the future of the hardware business than 
the mistaken idea that it is immune to style, or to changes 
of progress. 



















sti 





24 ; . . - . _ HARDWARE AGE for OcTOBER 18, 1928 


There is something irresistible about hardware when displayed as 
depicted in these photos of the Eger hardware store, Libertyville, Ill. 


IBERTYVILLE, ILL., which boasts of a popu- 
lation of 3500, is located about 35 miles 
northwest of Chicago. If your automobile 
journeys were to carry you through Liberty- 
ville, on one of the important Illinois State 

highways, your eyes would be attracted to an excep- 

tionally fine hardware store for such a small sized city. 

Frank H. Eger is the owner, although Libertyville 
is so proud of this store that cvery resident is interested 
in its success. They are interested because they quickly 
realized that this progressive merchant had brought to 
town the latest facilities for retail merchandising. 

I-ger’s new fixtures, installed by J. D. Warren Mfg. 

o., Chicago, Ill., simplify buying by the customer and 
permit a wider display of ac- 
tive merchandise. Having 
everything in sight with easily 
read price cards helps sales. 3 
lhe new fixtures make it eas ay 
ier to keep stock, easier to aie 
check stock, and when inven 
tory comes this annual job is 
much easier. 

Many good items formerly 
buried are brought into the 
light where cutsomers may 
see them. In every hardware 
stock there are countless arti- 
cles actually needed badly by 
consumers who forget to make 
the purchases when in the 
shopping district — forgot to 
make them because until re- 
cently hardware merchants did 
nothing to remind them of 
such goods. 

One of the hardware mer- 
chant’s biggest problems is to 
encourage more people into 
his store. The open type dis- 
play fixtures does this work 
—there is something irresisti 
ble about hardware properly 








EGERS | 


HARDWARE 








displayed where you can see and actually touch it. 

The new store of this Illinois merchant is bringing 
in a wonderful record of second sales. Second sales, 
if they only average 10 or 15 cents per customer, will 
insure a substantial profit for the year. The second 
sale practically gives you its margin as net because the 
overhead is taken care of in the first sale. The second 
sale is hardly a sale on your part—it is a purchase on 
the part of the consumer. In other words, Mr. Eger 
has put modern equipment to work selling profitable 
merchandise for his business. 

When asked about the advantages of the new type 
display, Mr. Eger said: 

“It pays to be modern. 


I have noticed that our 
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13500 Takes Pride 
Eger’s New Store 


open display leads people to buy. The other day a 
lady, who came in for a paint brush, was accompanied 
by two friends. They noticed those new steel kitchen 
stools and bought one each and one for a friend. A 





bricklayer came in for a pick 
H i Compare the appearance of the old store with the new ene shown in 
} handle, started looking around rs the other photographs on these pages. Scientific arrangement and 
display with modern equipment make the difference 
Town and country people / 





/ and before he had left he purchased bottle caps, a syphon 
and a new plasterer’s trowel. The open display also 
makes it easier to wait on trade.” 

Eger’s store does an exceptional volume of 
business, considering the comparatively small 
size of Libertyville. The yearly gross business 
exceeds $75,000. The stock carried is complete 
but not large, as the store is near the 
large Chicago jobbing houses, and Mr. 
Eger is able to get quick delivery on 
merchandise. 

When questioned relative to the 
chain store problem Mr. Eger replied 
with the axiom: “Chain store methods 
are more to be feared than chain store 
prices ; they don’t bother me now.” 

Mr. Eger’s father established the 
business in 1890. The elder Mr. Eger 
had been employed as a tinsmith in one 
of Libertyville’s early hard- 
ware stores. A disastrous fire 
burned out the firm then em- 
ploying Mr. Eger, and Lib- 
etyville found itself without 
a hardware store. Mr. Eger 
was quick to take advantage 
of this situation, and within 
a week following the fire he 
opened Eger’s Hardware on 
a capital of $300. Five years 
later he had erected his own 
store building. 

With the death of his fa- 
ther, Frank H. Eger became 
proprietor. Realizing that 
times have changed, and ap- 
preciating the value of mod- 
ern display,-Mr. Eger decided 
that extensive alterations 
should be made. A new, at- 
tractive front was installed, 
posts were removed from the 
display floor, a metal ceiling 
erected, new floors were laid, 
the basement was “dolled up” 
for a salesroom and the en- 
tire store was made to look 
like new. 


alike point with pride to the 
handsome and thriving hard- 
ware store of Frank H. Eger 
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The Manufacturer’s Problem 
in Distribution 


An address by Saunders Norvell before the American Hardware Manufacturers 
Association Convention at Atlantic City, N. J., Tuesday, October 16 


N the program this afternoon we have three 
speakers on the general subject of distribution. 
One represents the jobbers, another the retailers 

and the present speaker, the manufacturers. 

There are many problems in distribution before the 
manufacturers to day that might be discussed profitably, 
but there is one problem just at this time that is most 
prominent in the minds of the manufacturers, jobbers 
and retailers, and that problem is the competition of the 
jobbing trade and the independent retailers with mail- 
order house and chain store methods of distribution. 
This is the one and only problem that I will attempt to 
discuss today. 

I trust you will see that in the following remarks I 
am confining myself closely to general principles and 
leaving out details and personalities. In this discussion 
I am not referring to any one line of business. I wish 
it understood that I have no personal quarrel with mail- 
order houses or chain stores. As a matter of fact, a 
number of the gentlemen connected with these concerns 
have been for a number of years personal friends of 
mine. It will be my object to lay down the principles 
of this competition so clearly that even the most thought- 
less can see the points involved. 

When a game of cards is played, the game is governed 
by a set of fixed rules. The object of these rules is to 
give an equal and fair opportunity to each player, with- 
out any advantage to any. Playing under such condi- 
tions, in the long run, the skilled players will always win. 
The object of the game is to develop skill. 

Now, suppose a game is arranged in which one of the 
players is given an advantage in the outset of 20 or 30 
per cent in points on every deal. What kind of a game 
would you call that? What sensible person, unless they 
had a case of paranoic optimism, would sit in such a 
game and expect to win? It would certainly take a very 
skilled player to overcome such a handicap. The retail 
merchant under present conditions on many lines of 
goods, when he takes a hand in the game with the mail- 
order houses and chain stores is handicapped right at 
the start by the one great disadvantage that his com- 
petitors are buying their goods direct from the manu- 
facturers at 20 or 30 per cent less than he is obtaining 
the same goods from jobbers. Such a handicap, if con- 
tinued, will, of course, eventually put the independent 
retailer out of the game. With the retailer, eventually, 
will go the jobber. 

Mail-order houses have frankly laid down the prin- 
ciple that in order to sell goods and increase their sales, 
they must cut prices. One mail-order house not only 
asserted to a manufacturer that they must cut prices 
but they informed this manufacturer that unless he sold 
them his brand of goods they proposed to go out into 
the market, buy his goods from third parties and sell 
the goods regardless of cost. This representative of the 
mail-order house stated that this was the policy of his 


house, and that they found it necessary and advisable 
to use this power to whip the manufacturers into line. 

Under their old system of selling from one head- 
quarters, the manufacturers submitted to their lines 
being cut by the mail-order houses, because by that sys- 
tem it was necessary for the consumer to write up his 
order on his own time from the catalog of the mail-order 
house, to buy a post-office order, to mail this order, to 
wait for the goods and finally to pay express charges. 
Under this old system of the mail-order houses, when 
the cut in the price of the goods was not too deep, very 
little damage was done. This cut in price on the part of 
the mail-order house simply equalized the difference in 
Service. 

But, under the new system of the mail-order houses 
of having their retail chain stores, the entire problem is 
changed. Goods are sold in these stores over the counter 
at the cut prices quoted in the catalogs. Therefore the 
independent retailers are face to face with service ex- 
actly the same as theirs, and in addition a heavy reduction 
in prices, a reduction in prices that in many cases the 
retailer cannot meet if he buys his goods at the estab- 
lished jobber’s prices. 

Such being the facts, the entire problem, as far as the 
manufacturer, the jobber and the retailer are concerned, 
has completely changed. The manufacturer today who 
sells the mail-order houses at the same price he sells the 
jobber; in other words, at a price 20 or 30 per cent 
lower than the price at which the independent retailer is 
buying—is giving the mail-order houses an advantage on 
his lines that, if used to its logical conclusion, will wipe 
out first the retailer and then the jobber. 

In the majority of cases securely established manufac- 
turers of well known lines, who have been in business for 
many years, have built up their business with the assist- 
ance of jobbers and retailers. The larger part of the 
goods they produce have been sold, and are still being 
sold, through these jobbers and retailers. In the case 
of the leading manufacturers of the country in the hard- 
ware, cutlery and sporting goods line, probably not 5 
per cent of their total volume has been sold in the past 
by mail order houses. 

The fact is recognized that the great damage done 
by mail-order houses to business is not so much in the 
actual sales they make, but in the general demoraliza- 
tion of prices caused by the distribution of their cata- 
logs. These catalogs, with their cut prices, break down 
established profits, and if the facts could be gathered it 
would be found that retailers are forced to sell goods in 
many lines on an unreasonable and unsatisfactory basis 
of profit, because of the wide distribution of cut prices 
in these catalogs. 

Let me again impress upon you the fact that, in my 
opinion, the whole trouble is caused not by reason of 
the fact that manufacturers sell to mail-order houses, 
but by reason of the fact that they sell them at jobbers’ 
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prices, at very much lower prices than the retailers can 
obtain the same goods, and that this price advantage 
puts the mail-order house in a position to carry out their 

licy of using well-known brands as baits or leaders to 
draw the buyer into the stores. The great mass of buy- 
ers are only posted on the prices of certain well-known 
brands. If they can buy these brands at much lower 
prices in the retail stores of the mail-order houses, their 
natural conclusion is that they can buy other goods on 
the same basis, and this one point is the reason why 
mail order houses are so determined and insistent in 
obtaining well-known nationally advertised goods at any 
expense in order to offer them at bargain prices in their 
stores. 

Take goods the sale of which is not growing by rea- 
son of well-known conditions. I could name a number 
of such lines. All of us know that the total volume of 
sales of such goods no matter what is done will not in- 
crease very much from year to year. The volume of 
sales on these lines is practically at a standstill. Neither 
the mail-order houses by their efforts, nor the jobbers 
and the retailers by their efforts, can very largely in- 
crease the sale of such goods. One would therefore 
conclude that if this condition prevailed on a line and if 
these goods were being sold satisfactorily by the jobbers 
and the retailers of the country, that the manufacturers 
would have no desire or any object in changing their 
methods of distribution. Why, you might reasonably 
ask, should a manufacturer, who distributes 95 per cent 
of his goods through the jobbing and retail trade, offer 
the mail-order houses his lowest jobbing price, and then 
sit by and see the mail-order house simply shift the busi- 
ness away from retailers and jobbers into their own cash 
drawers? Why, you might naturally ask, should a man- 
ufacturer do this? 

The answer is so simple that it is hardly believable. 
In practically all lines of goods there is keen competition 
for volume. The large immediate orders offered by the 
mail-order houses are attractive bait. The manufac- 
turer who makes such a deal with a mail-order house is 
suffering under the delusion that he can take on this 
large business in addition to his business with the job- 
bers and the retailers, and also take so much more busi- 
ness away from his competitors and get away with it. 
I have studied this problem deeply and that is the only 
object that I can see why a manufacturer, with a well 
established business with jobbers and retailers, should 
offer these very low prices to mail-order houses and take 
on their business. 

I might go still further and express the opinion that 
possibly this manufacturer thinks that the jobbers are 
so badly disorganized, that there is so little cooperation 
between them, and that the retailers of the country are 
so submissive to unfavorable conditions and so unintel- 
ligent in studying out these problems that he can get 
away with both methods of distribution, i. e., through 
jobbers and retailers and also through mail-order houses ; 
increase the volume of his sales and then laugh at the 
other manufacturers who are so out of date, so un- 
modern as to think they can keep up their volume by 
confining their sales strictly to the jobbing and the 
retail avenues of distribution. 

There is also another thought in the minds of some 
manufacturers, and that is that the jobbers, as a class, 
are hecoming so weakened by this new competition that 
in the course of a few years they will pass away. Cer- 
tain manufacturers have told me that they believed this 
to be true. They have stated that in their opinion the 
system of selling through jobbers to retailers to con- 
sumers was so cumbersome and so loaded up by a double 


profit and expenses that that system would not suryive 
as compared with the one profit system of the chain 
stores. Therefore I have said to such manufacturers, 
“Because you have lost faith in the jobber and retail 
system of distribution, you are willing to hurry the end 
of jobbers and retailers of the country, giving the mail- 
order houses an advantage of 20 to 30 per cent on your 
goods ?” 

Again, you see, [ get back to that differential in price, 
because, in my opinion, that is the crux of the whole 
situation. 

What is the answer to this problem? Some have said, 
“Allow the manufacturer who wishes to sell the mail- 
order houses to continue to sell them. Put the jobber 
and the retailer in a position to meet their cut prices. 
If the mail-order house was cutting their goods 10 per 
cent, this would mean a cut on the part of the manufac- 
turer to the jobber of 10 per cent and a cut on the part 
of the jobber to the retailer of 10 per cent, and then 
everybody would be on the same basis, and then the 
game could go on with the same rules for all.” 

To this, one manufacturer answers: “While I might 
be able to make a cut on one or two accounts in order 
to secure a large quantity of business, I could not afford 
to make a cut of 10 per cent on my entire business. If 
I did that, I would be selling my goods at less than cost. 
Such a plan is impracticable.” 

Another manufacturer would say, “All right; sup- 
pose I could afford such a cut. Suppose I place the 
jobbers and the retailers in a position to meet the prices 
of the mail-order houses, then the mail-order houses 
carrying out their avowed policy would cut their prices 
again, and after cutting my prices to my jobbing and 
retail customers I would be no better off than before, 
and neither would the jobbers or the retailers.” 

So, what is the answer? To my mind, the answer is 
just as simple as it can be. Legally all of us have the 
right to buy from whom we please and to sell whom we 
please. In other words, we can take a seat at the game 
where the cards are stacked, where the percentage is 
against us, or we can smile and beg to be excused from 
sitting in at that particular game and with that particu- 
lar manufacturer and his line of goods. This, on the 
face of it, seems self-evident. If a manufacturer sold 
the larger part of his goods through jobbers and re- 
tailers, and he was faced with a loss of his business, he 
would quickly arrange his safes policy on the side where 
his larger volume lay. 

But, then, something else happens! There are certain 
jobbers who can be persuaded, for an extra considera- 
tion, to continue to sell any line. With some people, an 
extra 5 per cent is a potent sales argument, regardless 
of all other considerations. Then there are retailers 
who are just as susceptible to this same argument, so the 
price argument is used in those places where it will do 
the most good, while the intelligent thinkers of the 
country wonder at the seemingly unusual and illogical 
conditions. 

There is just another angle to this problem before I 
close. Mail-order houses, chain stores and large retail 
sellers generally are very strong for the Sherman law 
and the Clayton act. We are informed that when the 
resale price problem was voted on by the National 
Chamber of Commerce, it was defeated by this class of 
sellers. A price maintenance law would defeat their 
sales policies. 

But let us look at this matter from this angle: Sup- 
pose a manufacturer refused to sell these mail-order 
houses. Suppose he advised them to discontinue show- 

(Continued on page 64) 
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Mrs. C. H. Grahl Proves That 


A Woman May Be Successful 


in the Hardware Business 


Mrs. Grahl Owns and Operates a Retail Hardware Store in a Chicago 
Suburb. Quick to Grasp the Changing Trend of Modern Methods 


mS. C. Hf. 
GRAHL, 
owner 
and proprietor of 
the Grahl Hard- 
ware Company, 
13311 Brandon 
Avenue, Hege- 
wisch, IIl., enjoys 
the distinction of 
being one of the 
few women who 
are successfully 
conducting hard- 
ware stores. 
In 1913 Mrs. 


Grahl’s husband 
purchased the 
business. For the 


next seven years 
he was ably as- 
sisted in the store 
by Mrs. Grahl. 
Late in 1920 Mr. 
Grahl died of in- 
fluenza. The fam- 
ily and friends implored Mrs. Grahl to dispose of the 
store, insisting that a hardware merchant’s vocation was 
too arduous for a woman. Her final decision was that 
she would have to “make a try at it,” before admitting 
that the task was too hard for a woman. 

Mrs. Grahl’s store is located near the Chicago Calumet 
factory district. By far the greater portion of the store’s 
patronage is from foreigner’s, employed in the nearby 
Pullman car shops, who receive moderate wages. Under 
such conditions the Grahl Hardware Company has trans- 
acted $50,000 gross business, with an inventory of less 
than $10,000. 

The store is immaculate, orderly and exceptionally 
well arranged. Many of our brothers in the hardware 
fraternity could well emulate her ideals of neatness. 

Mrs. Grahl has been quick to grasp the changing trend 
of modern hardware methods, and avails herself of every 
opportunity to improve the store. She states that many 
useful ideas used in the store were found in the pages 
of Harpware Ace. She also attends every hardware 
convention possible, and profits by the experiences of 
other hardware dealers. 

Your reporter, knowing what the reply would be, 
hesitated to “pop” a question, which we felt would bring 
a reply that would contain an interesting slant to a story 
on a woman merchant. We finally mustered up courage 


enough to ask: “Do you feel at all handicapped in the 
hardware business because you are a woman?” 
Grahl replied: 
business that a man can do that I can’t do. 


Mrs. 
“There’s nothing about the hardware 
I don’t feel 
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Modern fixtures, attractive sampling and carefully arranged displays are factors for success 
in the Grahl store 











MRS. C. H. GRAHL 





at a disadvantage 
at all. I find my 
work fascinating 
and agreeable.” 
The only assist- 
ance Mrs. Grahl 
has in conducting 
her business is the 
help of one sales- 
man. Nearly half 
the time she is 
alone in the store. 
as the salesman 
spends a great 
deal of his time 
calling on _ pros- 
pects. The day we 


called the sales- 
man was out for 
radio _ prospects. 


While we were 
observing her wait 
upon the customers it was really astounding to us that a 
woman could have such a thorough knowledge of hard- 
ware. Every customer was pleasantly greeted, quickly 
served and the sales talks made it evident that the merits 
of the articles had been carefully studied. In all but one 
instance Mrs. Grahl was successful in selling the cus- 
tomer at least one additional article. 

The shops in the Calumet district have been closed 
down for some time. As a result, general business con- 
ditions in Hegewisch at present are poor. In order to 
offset the prevailing conditions, Mrs. Grahl decided to 
push radio as much as possible, realizing that there was 
considerable local interest in the new electric sets. The 
results have been most pleasing. Twenty-one sets, rang- 
ing in price from $163 to $193, were sold during the 
past six weeks. Cash was obtained for the majority. 
For those sold on time payments an extra 10 per cent 1s 
charged, and the paper is turned over to a finance com- 
pany, who deliver 90 per cent of the purchase price in 
cash within forty-eight hours. 

Toys have also proved very profitable for this Hege- 
wisch store. They are given display the year around and 
many sales result. During the pre-holiday season Mrs 
Grahl states that it is not unusual to sell $1,000 worth 
of toys in one day. She finds that many toy jobbers are 
willing to ship toys about Oct. 1 with Jan. 1 dating, and 
that very often sufficient toy sales are made to meet the 
invoices long before the time due. 

Mrs. Grahl is especially enthusiastic over the money- 

(Continued on page 62) 
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“Ruthless Buying” Declared Unsound 


George H. Charls, President National Association of Flat-Rolled Steel 
Manufacturers, Reminds Purchasing Agents That They Have a 
Part in the Prevention of Uneconomic Conditions 


URCHASING agents should set themselves against 

“ruthless buying” “and the consequent price demorali- 

zation from which various branches of the steel in- 
dustry have suffered. This thought was emphasized by 
George H. Charls, president National Association of 
Flat-Rolled Steel Manufacturers, in an address before 
the National Association of Purchasing Agents at its 
sixth district convention in Toledo, Ohio, on Oct. 2. 

“It may be predicted,” said Mr. Charls, “that the time 
will come when no reputable buyers will be guilty of 
the irrational policies pursued in some quarters today. 
The ablest buyers will be those who possess a true 
understanding of their responsibilities in buying, and in 
obtaining the best price for their companies they will 
have the wisdom to know that the lowest price may be 
the worst price—a menace to the prosperity of industry 
and a threat to the best interests of their own companies. 

“The managing executive, responsible for a corpora- 
tion’s policy, who assumes it is right to bring all pres- 
sure to bear upon his purchasing department to secure 
the lowest price possible in mass buying, is doing busi- 
ness as it was done 3000 years ago. Such a policy is a 
derelict of the past. There is a new order of things— 
a modern understanding of economic law—a _ recogni- 
tion of the fact that the prosperity of an industry de- 
pends upon the prosperity of the whole and that no man 
can live unto himself alone. 


Calls Insistence on Unreasonably Low Prices “Profiteering” 


“Any industry which is profiteering at the expense 
of and to the serious detriment of another primary in- 
dustry by unscrupulously insisting upon unreasonably 
low prices will eventually reap what it has sown, in 
exactly the same manner as the seller who profiteered 
when conditions were reversed has always suffered his 
just punishment. The managing executive and the pur- 
chasing agent will'no longer be excused for not recog- 
nizing in advance the economic effects of their acts. 

“It has become an accepted principle in industry that 
stabilization in demand, production, wages and prices is 
to be preferred always to the wide and wild fluctuations 
from high peaks to deep valleys. 

“It is also being accepted with the same certainty that 
the unsavory price cutter, with his secret rebates, con- 
fidential arrangements and ignorance of economic reac- 
tions, is a pernicious influence in any industry, to the 
buyer, the seller and the public alike—an unsafe, unsound 
opportunist with nothing to sell but a price. Such a 
seller does not know that he is overestimating the tran- 
sient advantage of cut prices, that the secret rebate of 
today is the published price of tomorrow, that price cuts 
merely precipitate like cuts by all competitors and bring 
about a lowering of the net income of the industry with- 
out anyone being the gainer. Herein lies one of the 
reasons why prosperity does not stay with us always. 

“Even those who profligately are taking advantage 
of the steel industry’s dilemma must in all fairness com- 
mend the patience and fortitude with which it is sacrific- 
ing profits to avoid following the example of other in- 


dustries which have resorted to a cut in wages, with the 
natural consequence of reduced purchasing power of 
their employees. In this respect, at least, the steel indus- 
try is proving itself worthy of the leadership accredited 
to it.” 

Mr. Charls compared profits of the steel industry, at 
an average of 5.22 per cent in 1927, with those of the 
automobile industry, at 28 per cent, and the return for 
all capital in industry, estimated at 10 per cent. He 
predicted that the steel industry this year will show the 
same or a little more than the average return in 1927, 
notwithstanding increased production. 

“The steel industry asks no quarter,” he said; “it is 
not appealing for Government protection or legislation 
to take care of its surplus. In the last few years it has 
spent hundreds of millions to reduce the cost of making 
steel ; it has gone the limit to meet the demands upon it. 
If it has resorted to mergers, it is because in no other 
way could it assure commensurate return on its invested 
capital. 

Time for Large Buyers to Think 

“Certain executives and buyers, often by adroit, infer- 
ential misrepresentation and even falsifying, are making 
futile the efforts of discriminating buyers who are with- 
holding unwarranted pressure. Such buyers, and not the 
steel industry, will be responsible for the consequences. 
It is a fair warning that it is time for the mass buyer of 
steel to stop and think. Obviously, they cannot insist on 
paying a higher price than they are offered, but they can, 
in their own interest, recognize that steel is being sold 
too cheaply and give the steel industry fair opportunity 
to extricate itself from its serious predicament.” 


Too-Exacting Specifications Mean Losses 


An instance of the loss imposed on the sheet steel 
industry was cited by Mr. Charls in the exacting specifi- 
cations of buyers. It has come to the point, he said, 
that “ordinary quality is rejected, extraordinary quality 
is questioned, superlative quality is merely acceptable 
and perfection is demanded. 

“While it is praiseworthy of Americans that their 
demand for progress and improvement in performance 
and style is insistent and insatiable,” he added, “there 
must be reason in all things and these admirable quali- 
ties must not lead to extravagance and loss. 

“Only the wonderful ingenuity of the research de- 
partments of the steel producers in studying the effect 
of grain growth and its relation to ductility and tensile 
strength has made possible the great saving in deep- 
drawing cost. One does not have to go very far back 
to a time when such direct deep-drawing operations 
were inconceivable, and frequent reheating to the detri- 
ment of the surface was necessary. Great savings and 
utilities have been effected by fine qualities of deep- 
drawing, flat rolled steel, but there are practical limita- 
tions which must be recognized. The impractical 
specification results in unnecessary loss. 

“A worth while saving in the cost of flat rolled steel 

(Continued on page 65) 
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Improved Methods 


Increase Sales 


Cornwell & Kelty, Glendale, California, Hard- 

ware Merchants Have Kept Pace With the 

Remarkable Growth of ‘Their Town — Their 
Experiences May Help You 


T the handsome new Cornwell & Kelty hardware store in Glendale, 
Cal., the business of selling hardware merchandise goes forward 
from day to day with a minimum amount of effort and confusion 

and with very little running around from place to place in the store, 

which looks spick-and-span at all times. The goods are displayed so 
advantageously that customers instinctively feel like making purchases. 

All this makes for good business in this establishment and means more 
profits from year to year. And, no doubt, it will be interesting and worth 
while for other hardware merchants to consider some of the methods 
used by this concern to speed up business greatly and to create an 
atmosphere which makes people want to buy. 

First—Double shelving at the left of the store gives the establishment 
a warehouse just behind the outside shelving and makes it possible to 
carry surplus stock right at hand so that shortages can be immediately 
replaced as sales are made. 

Just what this double shelving is can best be shown by a diagram. 
Look on the accompanying diagram and you will see what is meant. 

Not only does this shelving enable the store to have its surplus stock 
at hand all the time on some of the most rapid sellers, but, it enables 
the store to carry bolts and fittings at the front of the store, yet out 
of sight so that they will not interfere with the splendid appearance of 
the sales room. Bolts, fittings and the usual run of stock which tend to 
give the hardware store’a heavy and ungainly appearance, are stored on 
this hidden shelving. Customers are taken to the goods easily and 

















quickly and sales are made rapidly in this way without 
having to take the patrons to the back of the store or 
out to the warehouse. 

This one feature of the store has been of tremendous 
help to the establishment. 


Displaying Lawn Mowers 


Second—Displaying lawn mowers and fire sets on 
stands, so that customers do not have to bend over to 
inspect them. 

At the rear of the store, as shown on the accompanying 
diagram, there is a rack made of piping, about 4 ft. high. 
Ten lawn mowers are displayed on this rack during the 
spring, summer and fall. Because the lawn mowers are 
so high customers can inspect them very much more 
easily than when the lawn mowers are displayed only on 
the floor. 

Beneath the rack is carried the store’s stock of garden 
hose. When a lawn mower is sold to a customer it is 
easy to start talking “hose” to the customer and thus 
make sales that might not be made otherwise. Also 
suspended from the rack are short sample lengths of 
hose with labels attached telling about the hose, the 
price, etc. 

During the winter months the rack is boarded over 
and fire sets are displayed there, thus bringing the fire 
sets where customers can inspect them conveniently. 

“This method of displaying our lawn mowers and fire 
sets where customers can see them easily has been of 
tremendous help to us in selling more of them,” says 
Mr. Kelty. 

Trowels on Pull-Out Shelves 


Third—Displaying mortar trowels on pull-out shelves 
instead of in bins or boxes. 

Fifteen, twenty or even more trowels are placed on a 
single board, which is pushed out of sight under the 
shelving, at the right of the store, when not in use. 
When a customer wants a trowel the shelf is pulled out 
and there the entire selection of trowels is at hand with 
the prices marked on each one. The customer can 
easily and quickly select just which trowel he wants. 
When the customer makes his selection the salesman at 
once replaces the trowel from stock and pushes the 
shelf out of sight and closes the door at the front of the 
shelf. 

Chicken Wire Samples 


Fourth—Displaying samples of chicken wire and net- 
ting on the backs of the shelf doors at the front of the 
store. 

In this way it is possible to sell netting and chicken 
wire to a customer without having to take him to the 
rear of the store or into the warehouse to show him the 
actual stock of such goods. This simplifies matters 
greatly, cuts down the time involved in making such 
sales and so is a big help to the store all around. 


Related Items in Sequence 


Fifth—Carrying rolls of netting, chicken wire, etc., on 
tacks so that the rolls can be lifted off quickly and 
easily and desired lengths cut without fuss or trouble. 
This keeps the stock out of the way and always in good 
condition. Mr. Kelty declares that this is one of the 
very best features of the new store. 

Sixth—Carrying all related goods close at hand. The 
store does not display andirons in one section, fire screens 
in another section and gas logs in still another section. It 
displays all of these articles as complete units or as 
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integral sets. There will be a gas basket, gas logs, and- 
irons, fire screen and so on in one set with a price tag for 
the complete set as well as the prices of the individual 
items in the set. 

“This arrangement,’ said Mr. Kelty, “makes the in- 
dividual items look more attractive and thus helps us in 
selling them and it also gives us a good opportunity 
for talking coniplete sets to all customers.” 

In the same way throughout the entire store, related 
articles are all displayed together, so that the sales- 
people naturally lead into the selling of additional articles. 


Large Sporting Goods Department 


This store has a large sporting goods department, 
which is doing splendidly, especially in the sale of fishing 
tackle, gym outfits, guns and ammunition and baseball 
equipment. The department handles tennis racket re- 
stringing and finds this brings in additional patronage. 

Each day during the fishing season a display of fresh 
fish is in front of the store. This always attracts much 
favorable attention. 

On rental guns a record is kept for each individual 
gun so that it is possible to tell whether the gun is 
showing a profit. A deposit is required from everyone 
taking out a rental gun. This deposit is in the form of 
a check, which is not deposited, but returned to the cus- 
tomer when the gun is returned. 

The store secures a big volume of school business 
through the book stores at the schools. Instead of de- 
livering gym-and sports equipment to the youngsters 
through the school book stores, all the youngsters are 
required to come to the Cornwell & Kelty store to get 
their equipment. This familiarizes the youngsters with 
the store and is of very distinct help in securing more 
patronage. 

Centrally Located 


The new Cornwell & Kelty store is located in the heart 
of Glendale, a few doors from the spot where the firm 
had been in business for seventeen years. The sales 
room is 25 by 100 feet and there is a new, two-story 
warehouse at the rear. 

This establishment is the oldest retail store in Glen- 
dale. It was started about seventeen years ago by 
Al. G. Cornwell and Dar Kelty, the present owners, 
with $600 capital. When the store was started Glendale 
had a population of only 2000, now it has 72,000. 

Both Mr. Cornwell and Mr. Kelty are prominent in 
Glendale civic affairs. 





HITCHING UP Well known articles 
WITH MAGAZINE sold through the retail 
ADVERTISING: hardware trade move 

rapidly when the dealer 


directly ties up his stocks with advertising. 


Advertisements appearing in the leading magazines 
are taken out and posted in the dealer’s window, 
with a placard stating that the article is sold there. 
Of course, manufacturers are supplying numerous 
dealer helps designed to accomplish this purpose, but 
where the dealer has the time or opportunity to make 
the tie-up, the mere display of the ad. does good. 
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HARDWARE 


RANCH stores established in outlying communi- 
B ties of Oklahoma City, Okla., helped W. J. Pettee 

& Co. to successfully compete with chain store 
competition and solved the serious problem of providing 
adequate parking space for customers, near the main 
store in the city. Realizing that many articles in stock 
were sold by chain stores in the vicinity, Pettee’s applied 
modern merchandising systems to counteract any trend 
of the consumer toward these stores. There was still 
another problem to be considered and that was the “park- 
ing situation.” While many persons might presume that 
Oklahoma City is “out in the wide, open spaces”; that 
traffic congestion and parking problems do not exist, let 
it be said that this city is a thriving metropolis of 115,000 
population. Business houses in the heart of the city are 
seriously affected by the growing habit of consumers 
making their purchases at “neighborhood stores” instead 
of coming to the business district in their cars. 


Taking the Hardware Store to the Customers 


Pettee’s decided that it would have to bring its mer- 
chandise, its service and its reputation to its customers, 
so early this year three “community stores” were estab- 
lished. One store was located to cater to the farming 
and dairy trade while the other two were in residential 
communities, serving a household trade. 
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Interior and exterior of the first of the Pettee branch hardware stores 
in Oklahema City, Okla. Other photos of Pettee branch stores appear 
on the opposite page 


Pettee’s Take 


the Store to the 
People... 


The Pettee branch stores are distinctive. All fixtures, 
wjndow trim, outside fronts and every bit of exposed 
woodwork is painted in a special orange and black color 
combination. This serves to distingyish the stores from 
those of competitors and tends to ithprove their general 
appearance. 

Counters have been eliminated in the residential stores. 
Open top display tables have been installed and the 
shelving on the walls is only seven feet in height. This 
was done to eliminate the need of ladders and stools. 
Due to the size of the stores, the stock is limited in quan- 
tity but has a wide style and size range. All stores carry 
tools, kitchen utensils, some articles of sporting goods, 
a complete line of cutlery and a large assortment of small 
wares. There is also in each store a notion table where 
pins, needles, thread, etc., can be purchased. The greater 
portion of the stock is on display in all the stores and 
is so arranged that it can be easily seen and easily 
handled. 


Check Chain Store Prices Consistently 


Pettee’s check chain store prices very consistently and - 
follow these prices as closely as possible. Merchandise 
is bought for these stores with this aim in view, and 
the company has found that the profit on small wares 
is very satisfactory. 





The stores open at 7 o'clock and close at 6:30 in the 
evening. On Saturday they are open until 9 p. m. 
After closing hours a flood light is turned on in the 
stores, illuminating the entire interior for the benefit of 
the passer-by. Many firms keep their window lights on 
after closing, but Pettee’s light up the whole store! 

It is true that a small percentage of the business in 
the community stores is taken from the main store, but 
the “community stores’ have secured a large volume of 
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new business. A small delivery truck is attached to 
“ach store and makes immediate deliveries. This service 
is appreciated, as is the charge account system extended 
to customers. Through a simple system charges are veri- 
fied from the central credit department at the main store 
with but a slight delay to the customer. 

These branch stores have been so successful that the 
company is planning to open three new stores before 
November. 


Above: Pettee branch No. 3. Below: Branch No. 4. Stand- 
ardized arrangement with flexibility has been a factor in 
planning these stores 








SINGULAR THINGS IN. PLURAL 


We'll begin with a box, and the plural is | 


The cow in the plural may be cows or | Then one may be that and three would be 


those, 





boxes, 


But the plural of ox should be oxen, not | 
| And the plural of vow is vows, not vine. 


oxes. 
Then one fowl is goose, but two are called 
geese ; 


Yet the plural of moose should never be | 


meese, 


You may find a lone mouse or a whole lot | 


of mice, 
But the plural of house is never called 
hice. 


If the plural of man is always called men, 
Why shouldn’t the plural of pan be called | 


pen? 


kine, 
But a bow, if repeated, is never called bine, 


If I speak of a foot and you show me 
your feet, 

And I give you a boot, would a pair be 
called beet? 

If one is called tooth, and a whole set are 
teeth, 

Why shouldn’t the plural of boot be called 
beeth? 

If the singular’s this and the plural is these, 

Should the plural of kiss be nicknamed 
keese ? 


| Yet hat in the plural would never be hose ; 
And the plural of cat is cats, not cose. 


| We speak of a brother and also of 

brethren, 

3ut though we say mothers, we never say 
methren. 

The masculine pronouns are he, his and 
him. 

3ut imagine the feminine, she, shis and 
shim. 

| So the English, I think, you all will agree, 

Is the most wonderful language you ever 
did see. —Selected. 


| 
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Show Card Writing for the Beginner 
A Modern Poster Alphabet 


_ peony in lettering and a 


complete change in color com- 

bination of show cards is a 
very important point for the begin- 
ner to consider. From a merchan- 
dising standpoint it is a mistake to be 
too conservative in the matter of 
show cards. 

An original style of lettering may 
be used indefinitely without change 
if the color combination is changed 
occasionally. Or the same color of 
cards may be used indefinitely if the 
style of lettering is changed. To be 
100 per cent efficient show cards 
must be fresh looking and up-to-date. 





By Joseph Bertram Jowitt 


Nothing could be more up-to-date, 
effective or pleasing than the color 
combination of the accompanying 
show cards illustrating this article. 
The cards are of light grey stock 
while the lettering is done in modern 
single stroke poster alphabet, with 
white water color show card ink, and 
shaded in a dull black. The pictures 
were clipped from Harpware AGE 
and pasted on the cards. 

This particular poster style is a 
twenty-century demand for some- 
thing novel and easy to learn, and if 
the beginner will study the alphabet 
plate he will observe how nearly 





every letter may be extended or con- 
densed to conform with the avail- 
able space on the show card. 

The lower case letters “abcdefghi” 
at the bottom of plate show how these 
letters may be condensed or extended 
and the lettering on the accompany- 
ing show cards illustrate how well a 
narrow letter looks alongside an ex- 
tended letter three times its width. 

One rule the beginner should en- 
deavor to follow is that of keeping 
the small descriptive lettering proper- 
ly lined off or boxed. For example 
notice the four lines of small letter- 
ing on the bottom of the “cold 








ABCDEFGHIJ 
KLMNOPORST 


UVWAYZ&- 7! $6 
abcdefghijklmnopqrstuvwxyz 


The Nine Basic Strokes 








Showing graphically a few necessary details for using the Single Stroke Roman Alphabet 











HARDWARE AGE for OCTOBER 18, 1928 








weather coming soon” card; these 
letters were so condensed or extended 
that they are all within a boxg The 
word “attention!” appears twice on 
the first line and the one at the end 
of the line occupies twice the space 
as the one in the center of the line. 
Such liberties are quite permissable 
in poster lettering. 


Note the Balance 


Notice how well the “Bee-Vac 
Washer” card is balanced, the sys- 
tem of boxing being carried out to 
the letter. The two cards above 
mentioned are one-half sheets measur- 
ing 14 x 22 inches. The larger 
lettering was done with a number ten 
brush, the small lettering with a 
number six red sable show card 
brush. 

The reader’s attention is directed 
to the elementary practice strokes on 


Clean Up 


5 ae 
Lien 


Gr Or. 


Falla 


the alphabet card, the arrows indicate 
the proper course to pursue in build- 
ing up the letters A to Z. All strokes 
are made from left to right, the full 
width of the brush is used in mak- 
ing the heavy or shaded strokes while 
the tip end of brush turned sideways 
is used in making the finer or thin 
strokes. The lower-case letter allows 
much more freedom than the capitals, 
there being a choice of three different 
designs of each letter there, being 
absolutely no limit to the space these 
letters may occupy above and below 
the body guide lines. The card fea- 
turing “Clean Up Paint Up” shows 
the tail of the “p” filling in a large 
space, all this helps to make the 
plainest card appear artistic. All 
students interested in learning poster 
letters should take encouragement in 
the fact that there is no set rule 
governing the formation of these let- 
ters. The letter “S” may appear 








crooked or even up side down, it 
makes little difference as long as the 
other letters are of the same type. 
This poster type is not presented to 
take the place of the standard 


alphabets such as the Egyptian block, 
or the full Roman letters; it is not 
substantial or bold enough to be read 
at any great distance but is generally 
used for window display cards where 
a complete change is made frequent- 
ly and looks best when produced in 
bright colors on fancy tinted card- 
board. 


Using Colors 


The question of colors, their prep- 
aration and use is sometimes a prob- 
lem to the beginner. However, to- 
day there are so many prepared 
water colors on the market it hardly 
pays to spend the time to mix your 


Complete 


Line of 


RADIO 
Sets 


aid 


Accessories 


own. To keep ready mixed colors in 





good working condition the follow- 
ing should be observed. Before | 
using they should be thoroughly | 


mixed or stirred with a pointed stick, 
thoroughly dissolving all sediment at 
the bottom of jar. The small size, 
two ounce bottles, are the most prac- 
tical for beginners, as one may work 
right from the bottle. Thin only with 
water adding just a few drops at a 
time. The color should be twice as 
thin for all pen work as that used 
for the brush. Be sure to keep the 
jars covered when not in use, because 
when vaporation takes place they be- 
come gummy. 

For the benefit of those who are 
unable to procure white ink the fol- 
lowing formula is suggested: 


White Ink Formula 


Eight ounces of English Flake 
White (powder) add to this enough 
warm water to make a thick paste, 
after thoroughly dissolving all the 
powder add enough cold water to 
produce a liquid the consistency of 


Wn / 
UIT. 


Attention-Atten 
Celle 

Weather 
Coming Soon / 


rn ‘ 


Dont forget your 
Radiator 
Alcohol / 


heavy cream. Add to this one small 
bottle of Sandfords Royal Crown 
mucilage, (or the satne amount to 
dissolved gum arabic). To produce 
a gloss effect add one half teaspoon- 
ful of glycerine. A few drops of oil 
of wintergreen, or cloves or carbolic 
acid will prevent it from becoming 
sour. The more often it is stirred the 
finer it will get and the better it will 
cover on dark surfaces. 





Editor’s Note—Mr. Jowitt will be 
pleased to answer any specific inquirtes on 
show card writing problems and will 
gladly advise readers where and how to 
obtain proper equipment. He may be ad- 
dressed care of HARDWARE AGE and would 
appreciate receiving samples of show card 
work done by hardware men who have 
followed this series of instruction. 
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TOoLs 


ROM time immemorial, tools have been the back- 
bone of the retail hardware business and have been 

the one line perhaps where the hardware store 

has had undisputed leadership. Therefore it is natural 
that we should study carefully the passing of the full kit 
of tools for the carpenter. He now helps assemble a 
custom made dwelling, using only one or two tools in- 
stead of a kit of from ten to twenty items. In all me- 
chanical lines this change has taken place, and with it has 
come a greatly reduced market for hand tools among pro- 
fessional mechanics. 
Coincident to the 
passing of much hand 
work requiring tools, 
has come a very high 
standard of living for 
workmen. The re- 
action is quickly seen 
in almost excessive 
costs for having sim- 
ple jobs done about 
the home. The 
handy man has come 
into his own to stay. 
Retaining his strictly 
amateur standing in 
the several crafts he 
has become reason- 
ably efficient as car- 
penter, auto me- 
chanic, home elec- 
trician, etc. He him- 
self is doing these 
little jobs and buy- 
ing tools with which 
to work. It has been 
quickly seen that this 
so-called household 
tool market is far 
larger than the 
strictly professional 
field could ever be— 
so, unlike most 
changes of this na- 
ture, the change in 
the hand tool market 
has awakened the 
hardware trade to a 
much larger and better field for this great backbone line. 
Amateur mechanics may not readily appreciate the 
true worth of first quality tools. Non-hardware stores 
have featured inferior qualities at very low prices. 
Manufacturers introduced some medium grade lines. 
The wise hardware man is taking away from cheap tools 
any appeal which price alone offers. He is stocking and 
displaying a skeleton line of lower priced hand tools 
more for comparison than for selling and finds that the 
availability of price grade tools gives greater impetus 





N. C. Alten of Lorain, Ohio, has his tool stock displayed on portable boards, useful 
in window displays, as well as in the store interior.—The high grade lines are on 
the boards and in the wall compartments. 

the open display tables shown in the photo above 


The backbone line of the hardware store will con. 
tinue to be profitable with those merchants who 
study the trend of tool requirements and govern 


their selling activities accordingly. 


to his trade in first quality lines of such merchandise. 

It has been definitely established that an opportunity 
to compare cheap and good tools invariably results in a 
sale for the latter, often a sale which might not have 
started were it not for the price appeal on the lower 
grade which started the customer thinking about buying 
a particular tool. 

The efficient open top display fixture has been a great 
help in this work. Often we find good tools well dis- 
played in wall compartments and lower priced similar 
items nearby shown 
on open top tables, 
visibly priced. The 
customer picks up a 
hammer at 49 cents 
and becomes _inter- 
ested in a purchase. 
He asks the sales- 
man if it is a good 
hammer. The sales- 
man, if he runs true 
to type, will find out 
the hammer require- 
ments of the pros- 
pect, with the inten- 
tion of having the 
customer compare 
the 49 cent model 
with a first grade 
hammer at $1.50 or 
thereabouts. It may 
be that the 49 cent 
model will fill the 
bill, in which case 
such a sale is made. 
Usually, however 
the difference in 
balance, the feel and 
the obvious differ- 
ence in material and 
workmanship will in- 
fluence the sale to- 
ward the $1.50 
point. This is par- 
ticularly true if the 
buyer has fairly ex- 
acting requirements 
for tools. 

This handy man who is our present-day best prospect 
for tools, will eventually want a full kit of the best 
grades. His ambition to add regularly to his outfit will 
be akin to the golf enthusiast who continually buys new 
clubs. Even though he may start with the lower priced 
line he is a good prospect for good tools and should be 
cultivated with that thought in mind. Should he insist 
on the cheap lines, or express surprise that you have also 
the lower price, be sure to impress him with the tacts 
that you can easily equip his tool needs cheaply. but 


A few competitive grade numbers are on 
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believe it to his best interests to make his tool buying 
an investment for long and efficient service. 

At that, the professional mechanic is by no means out 
of the picture, but his needs are different. You will find 
him vitally interested in power tools, for drilling, ham- 
mering, reaming, buffing, grinding, polishing, etc. Such 
electrically driven equipment may be furnished piece- 
meal or in convenient sets, suitable for portable or bench 
use. The sale of power equipment quickly runs into a 
nice volume and so the mechanic is not lost but is likely 
to be a bigger buyer from a dollar and cents angle. 

The householder and professional mechanic may be 
interested by frequent window displays featuring hand 
and power tools, tool boxes, tool kits, etc. These dis- 
plays should include price cards and as much as possible 
value creating cards. The latter should suggest “a 


serviceable hammer at ........ price,’ “an efficient 
hand drill at ...... price,” “drills with keen and fast 
cutting edges at ...... per set” and so on down the 


line. Circulars in packages and with bills and other 
mailing pieces will help. An occasional tool demonstra- 
tion with the cooperation of manufacturers’ salesmen 
will be found a very profitable sales builder. When 
practical, an address before labor unions can help direct 
tool trade to your store. 

A very important phase of tool selling is discretion 
about guarantees. Too often the customer has been 
told in a broad way “This tool is absolutely guaranteed,” 
the emphasis being placed on the “guaranteed” and no 
further qualifications offered. 

An interesting example of progress in the merchan- 
dising of tools is the experience of Conrad A. Grimm. 

Tools always interested Mr. Grimm. Although a 
butcher and the son of a butcher, his desire to work at 
odd jobs, to handle and work with tools, was stronger 
than his liking for the retail butcher business. Finally, 
with a small capital from accumulated profits, he ap- 
proached a New York City jobbing house for advice 
on the best procedure in opening a hardware store. 


Note the quality tools on the wall case display boards. Competitive grade numbers are shown with prices on the open top fixtures shown in 
the foreground at Miller Hardware Co., Olean, N. Y. » 
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“T want to sell tools,” Mr. Grimm told the jobber. “I 
like tools, | know something of their use, and I believe 
that my retail experience in selling meats will stand me 
in good stead when I sell hardware.” The jobber se- 
lected a small but representative stock of tools and 
other merchandise, and three and one-half vears ago the 
Conrad A. Grimm hardware store was opened at 1575 
Second Avenue, New York City. 

Mr. Grimm now admits that carpenters, mechanics, 
machinists and housewives were very lenient with him 
when he first opened his store. While he did know 
the uses and names of many tools, his stock included 
some merchandise entirely unfamiliar to him. “I asked 
some questions, listened to what my customers said 
about the tools and managed to bluff along until [I had 
grasped a sufficient knowledge to feel capable to talk 
‘tools’ myself,’ says the owner of the store. 

I‘xcellently sampled wall panel display boards were 
a great help to the new hardware man. These boards 
are attractive to look upon and contain a very repre- 
sentative assortment of the merchandise in stock. I¢ach 
item is numbered, marked for size and clearly priced 

The Grimm store is located on a busy commercial 
street used by both street cars and an elevated railroad 
The surrounding section is thickly populated by people 
of German birth or extraction. Most of these people 
have an appreciation of good tools and make the Conrad 
Grimm establishment their headquarters for buying qual 
ity merchandise. Mr. Grimm converses in German with 
his customers when the occasion demands, and attributes 
much of the store’s success to his ability to explain the 
merits of the merchandise in their native tongue. 

Carpenters, mechanics and machinists who work 01 
live in the neighborhood find that the store carries good 
quality merchandise, reasonably priced. Neither news- 
paper nor direct-by-mail advertising is used to stimulate 
sales, but careful thought is put on the display of mer- 
chandise both in the store and show window. Tools are 
constantly in sight on the wall panels. 
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New Lovell Hand Wringers 


The Lovell Manufacturing Company, of 
Erie, Pa. has developed a new line of 
hand wringers that brings this old house- 
hold commodity up to date and in line 
with modern household appliances. 

It is a wood-framed model, enameled 
with a special alkali resisting paint of a 
very pleasing neutral blue gray color. The 
only decoration is a trademark on the 
crossbar and the Lovell name and model 
number. 

Among the new features are the low 
compact lines with all edges rounded, the 





patented Lovell release which permits of 
instant release or application of pressure 
on the rolls without readjusting the ten- 
sion screw; this permits the user to easily 
release the pressure while the wringer is 
not in use and of course lengthens the life 
of the rolls. One pressure screw operat- 
ing on a balanced spring gives uniform 
pressure on the rolls at all times and at all 
pressures. The metal parts are all 
rounded and rust-proofed by the most 
modern method. A heavy steel tie-bar 
with machine-cut shoulders aud nut on 





sails 


each end, reinforces the frame and makes 
for rigid solid construction. 

The clamps are of the latest approved 
types for round and stationary tubs. Ball 
bearings throughout the line and a new 
crank design make the operation of the 


wringer much easier. All the gears are 
inclosed. The rolls used are the patented 
washing machine type with the vulcanized 
hard-rubber collars at the ends of the rolls 
which prevent rusting, so common with 
the usual metal washer used. 

The line is made up of five models—5O 
and 51 Tub Wringer with 10 and 11 in. x 
13% in. rolls; 60-61 Bench Wringer with 10 
and 11 in. x 1% in. rolls; 71 Stationary 
Tub Wringer with 11 in. x 1% in. rolls. 


New Perfection Oil Range 


A new, popular-priced oil range, fin- 
ished in silver-gray porcelain enamel and 
satin-black, has been added to the line of 
stoves made by the Perfection Stove Co., 
Cleveland, Ohio. In design it is like the 
white full-porcelain Perfection range. 








The oven is built-in and of the well- 
known Perfection “Live Heat” type, with 
wide air space insulation affording perfect 
ventilation. It is equipped with a heat in- 





A new type of automobile tire has been 
placed on the market by The Mansfield 
Tire & Rubber Co., Mansfield, Ohio. 

Silver-gray porcelain enamel finish is 
used on the chimneys, the front legs, the 
cabinet back and the left end and door 
panels of the oven; the rest of the range 
has satin-black japan finish. 





The “Double Service” Tire 


A new type of automobile tire has re- 
cently been placed on the market by The 
Mansfield Tire & Rubber Co., Mansfield, 
Ohio. 

The new “Double Service” Mansfield 
tire contains practically twice as much 
rubber as tires of ordinary construction. 
It has very thick cords and extra layers of 
rubber between the plies. This is a larger 
tire than the balloon tire. It has thick, 
deep-cut center traction tread, designed to 
hold the road and resist wear. A double 





cushion breaker strip is also included in 
the construction. 

The manufacturer states that the “Double 
Service” tire has satisfactorily passed se- 
vere tests and that with ordinary care it 
will last the life of a car. 





Hurd Tire Lock and Chain 


E. P. Hurd Lock Mfg. Co., Detroit, 
Mich., is now manufacturing the Hurd 
combination tire lock and chain, built as 
a complete unit. 

The lock, which is permanently attached 





to the chain, has been cut from solid bronze 
bar stock. It has a pin tumbler type key 
mechanism and each combination is fur- 
nished with two keys. Individually packed 
in an attractive display carton. 





Apco Mossberg Starter Pedal 


Believing that many owners of Ford 
automobiles have difficulty in starting the 
car due to the position of the starter but- 
ton, The Apco Mossberg Corp., Attleboro, 
Mass., has designed the new Starter Pedal 
No. 32, to aid in starting the car. This 
device increases the leverage so that little 
effort is required to start the car. It is 
also in a very accessible position. Model 
No. 32 is made of heavy pressed steel and 





is fitted with a rubber pad to prevent the 
foot from slipping off the pedal. 

A screw driver is the only tool needed 
to install this starter pedal. No drilling of 
holes is necessary. 
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How to Avoid Becoming 
a Salesman 
For Those Who Wish to Remain Clerks 


By John A. Finnegan 


humorous sections of the trade paper the boss 
wastes his money having sent you. 

There might be an article or an idea lurking some- 
where in the reading matter or editorial pages of these 
trade papers that would help you amount to something— 
but if you want to remain just a clerk, avoid everything 
but the Joke Sections. 

Since you never expect to be the buyer of your firm 
and never want to know about new goods till the boss 
asks you to unpack a case of them, never read the adver- 
tising pages of trade journals. 

Reading about new goods and being able to answer 
customers’ questions about new goods long before you 
stock them takes you out of the “clerk” and into the 
“salesman” class. Be careful about knowing too much 
about new goods. 

Always stand in the rear of the store, conversing with 
other clerks. Make the customer look you up for his two 
carriage bolts. 

Use the old-time, worn approach—“Something I can 
do for you?” Of course there is something you can do 
for him; WHY do you suppose he came in? 

Rush your customer, make him feel he must not 
waste your valuable time by looking at more than the 
one hammer you show him; show him out when he has 
bought his hammer ; a few tactful words might sell him 
a nail set or a saw, but that is a salesman’s job and not a 
clerk’s. 

When you're talking confidentially to a customer, 
“pan” the boss; forget that loyalty is one of the first 
requisites of a salesman. 

Call your dignified, reserved customers by their first 
name, or if you know of a nickname that they dislike, 
use that. 

When selling goods, use superlatives, “marvelous,” 
“gorgeous,” etc. 

Believe that your prices are high, make no investiga- 
tion into the reasons why your tools are higher than 
your competitors. Yours may have little hidden differ- 
ences that make them cost more and easier to use. Take 
it for granted, they are just “high.” 

Convince yourself that there is no money in the hard- 
ware business; no future; nothing but dirty jobs, like 
handling sheep manure and bone meal. 

Throw goods on the counter as if they were junk, 
when showing a customer. 

Know nothing of the companies behind the goods you 
are selling ; there’s many a business romance behind an 
ordinary saw or a prosaic hammer; what do you care? 
That isn’t your kind of romance. 


Rian only the “Hot Off the Nail Keg” and other 





JOHN A. FINNEGAN 


Never mix friendship with business. Never inquire 
about the health and activity of your customer and his 
family. Never study catalogs; never talk to jobbers’ or 
manufacturers’ representatives. 

Make no attempt to understand certain things you 
hear the boss talk about—“Overhead,” “Margin,” Mark- 
up,” “Gross and Net,” etc. You'll never need to know 
anything about these things. 

When a customer isn’t sure of what he wants, laugh 
at his ignorance. Correct his pronunciations. Next 
time he’ll go to the Jones Hardware Store, your com- 
petitor, where they are not so particular about pronun- 
ciations. 

A clerk sells (?) a pair of scissors this way: Tosses 
a couple of scissors on the case nonchalantly and says, 
“Which one?” 

A salesman points out the best features of his goods 
and endeavors to sell his customer an item which will 
exactly suit his needs, having ascertained these needs by 
a few careful questions. Every town and every store 
have a few crabby, eccentric fellows who are hard to 
wait on, but good cash customers, withal, duck these 
“crabs.” Let the other boys wait on them. 

Let the other boys rearrange the display tables and 
replenish the stocks. Use your spare time combing your 
patent-leather hair. After a while you get to know the 
fertilizer customers and the “20 feet of poultry netting” 
fellows, let the other boys take care of these fellows, too. 

It always peeves a customer to have someone else 
waited on ahead of him, after he’s waited some time. 
Forget the first come first served axiom. 

Get peeved when you are unsuccessful in selling a 
customer an item; make him so mad he won’t come back. 

Take no interest in your work, the store or the cus- 
tomers; work for two things: Saturday night and the 
old pay envelope. 

Get the attitude that all customers are intruders; that 
if it wasn’t for customers coming around all the time 
you'd have an easy time of it. 

With almost every sale comes an opportunity to add 
to the initial sale. The customer glancing over displays, 
shows unusual interest in a particular item. The sales- 
man recognizes instantly the interest as a buying symp- 
tom and is on his job with friendly, intelligent sales talk. 

The clerk never even notices the interest displayed 
and passes up the opportunity of making an additional 
sale, right there or at some future time. 

If you want to be a fizzle as a retail hardware sales- 
man, do these things. Your boss might keep you. 
Plenty of clerks do most of these things and the boss 
keeps them. WHY? The Lord only knows. 
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Norval Williams Has Sold His |! 


Hot Springs, Ark. Store 


My brother Norval Williams has closed 
out his hardware store temporarily in Hot 
Springs, not making a sufficient profit to 
justify the investment, time and worry. 

He did, however, 
watching his stock 
how completely he 


closely, and to show 


he used in buying, in just thirty days after 
he decided to quit, he had disposed of his 
entire stock consisting of about $5,000 of 
hardware at one hundred cents on the dol- 
lar to his competitors. 

He never made any public announce- 
ment whatever of ‘his intentions, neither 
did he cut prices to the retail trade to the 
detriment of his neighbor. 
the very best wishes of the trade, and 
should he decide in the future to return 
to the hardware business, his competitors 
will welcome him with open arms as a 
clean, upright competitor. 


For the present he will devote his time | 


to looking after his real estate holdings. 


(Signed) HAMP WILLIAMS. 


Milwaukee Stamping Co. Issues | 


New Spring Hinge Catalog 


A very complete catalog has recently 
been issued by the Milwaukee Stamping 
Co., West Allis, Milwaukee, Wis., cover- 
ing the Lawson-Milwaukee line of spring 
hinges. An unusual amount of care has 
been used in preparing this catalog. It 
shows the style of hinge required for any 
type of door, as well as full details of ap- 
plication. There are tables of weights, 
comparison of hardware finishes and other 
detailed information valuable to the archi- 
tect and hardware man. 

The size of the catalog has been in- 
creased to 734 by 1054 in. and there are 
70 pages. 
interested. 


Byrd Antarctic Expedition Has 
“Flexible Flyer” Sleds 

Six No. 5 “Flexible Flyer” sleds, manu- 
factured by the S. L. Allen & Co., Phila- 
delphia, Pa., were included in the equip- 
ment of the Byrd Antarctic Expedition 
when it left New York City recently. 
These will used for carrying light 
loads. 


be 


William F. Lockhart Dead 


William F. Lockhart, former hardware 
dealer of Bellefontaine, Ohio, passed 
away at his home in that city on Sept. 28, 
at the age of 70 years. 


Information on Paper Boxes 
Found in Interesting Booklet 


A most interesting booklet has recently 
been published by the National Metal Edge 
Box Co., Callowhill at 12th St., Phila- 
delphia, called “Eight Minutes of Paper 
Box Information.” 

This booklet discusses better paper 
boxes and also various. methods, of secur- 
ing them. It tells of the benefits secured 


make some money by | 


guarded this part of | 
his business and the good judgment which | 


He closed with | 


A copy will be sent to anyone 


| politan territory, 
| made by Pittsburgh Steel Co., Pittsburgh, 





from using the metal binding which the 
company manufactures and reports the 
results of recent strength tests given to pa- 
per boxes. It is profusely illustrated and 
should be of interest to all who use paper 
boxes. 


Lyman Gun Sight Corp. Expands 
Its Businenss 


| 
| 


The Lyman Gun Sight Corp., Middle- | 
field, Conn., has taken over the telescopic | 


sight business of both the Winchester Re- 


| peating Arms Co., New Haven, Conn., and | 


the J. Stevens Arms Co., Chicopee Falls, | 


Mass. 

The Lyman company has taken 
over the rights for commercial manufac- 
ture of the “Garand Hi-Speed” firing 
mechanism for Springfield rifles. 


also 


Atlas Mfg. Co. Is Recovering 
From Recent Serious Fire 


The Atlas Mfg. Co., 125 Water Street, | 


New Haven, Conn., is recovering from a 
recent serious fire which destroyed a por- 
tion of .its plant. 

The company is taking all possible steps 
to get into new quarters and to regain full 
production. It hopes to make shipments 
to its various customers within the very 
near future. 


E. P. Troeh Now on Vacation 


E. P. Troeh, central western representa- 
tive of The Hunter Arms Co., Inc., Fulton, 
N. Y., recently left Chicago for a huntmg 
trip in South Dakota where he expects to 
shoot pheasant and duck. 


Underhill, Clinch Distributors 
for Pittsburgh Steel Co. 


Underhill, Clinch & Co., 80 White St., 
New York City, hardware jobbers, have 
been appointed distributors in the Metro- 
to handle lawn fence 


P3. : 


Baltimore Dealers Meet at Hotel 
Kernan on October 9 


The Baltimore Retail Hardware Asso- 
ciation opened its fall season with a lunch- 
eon and meeting on Tuesday, Oct. 9, in the 
Hotel Kernan, Baltimore, Md. 

The outing committee reported the an- 
nual outing, held on Aug. 8 at Fairview, 
a complete success. More than 70 mem- 
bers and guests enjoyed this annual party. 

Favorable action was taken by the asso- 
ciation on several civic improvements. 
Tentative plans were made to have the 
ninth anniversary banquet in the latter 
part of January, 1929. 

Before the meeting adjourned, the mem- 
bers took part in a discussion of paint 
merchandising and approved of a nomi- 
nating- committee to report at next month’s 
meeting, which will also be Ladies’ Night. 
Motion pictures, taken at the outing, will 
be shown at this meeting. 
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Central New York Dealers Met 
on Oct. 8 in Cazenovia 


More than forty members of the Cen- 
tral New York Hardware Association at- 
tended the regular October meeting, held 
at the Lakeland Tea Rooms, Cazenovia, 
N. Y., at 7 p. m., where an excellent din- 
ner was enjoyed. 

The routine business of the evening was 
quickly dispatched and the entire party 
then adjourned to the store of Horace P, 
Aikman, where the balance of the evening 
was spent inspecting Mr. Aikman’s meth- 
ods of display and merchandising. Rep- 
resentatives of several jobbing houses 
were guests of the retail dealers at the 
meeting. 

The next meeting of the association will 
be held in Jordan on Nov. 12, at the Brace 
Hardware Co., preceded by a dinner at 
the Jordan Hotel. 


Howard E. Raymond Dead— 
Prominent Goodrich Executive 


Howard E. Raymond, former vice- 
president of the B. F. Goodrich Co. 
Akron, Ohio, board of directors, passed 
away in his New York City home recently 
at the age of 64. 

Mr. Raymond became salesmanager of 
the Sterling Bicycle Co. in 1894, and one 
year later joined the Goodrich organiza- 
tion, becoming salesmanager in New York. 
He held several executive positions in the 
corporation and was instrumental in es- 
tablishing subsidiary companies in Eng- 
land, Japan, and France. 


F. C. Archard Returns to Desk 


F. C. Archard, secretary and general 
manager of the Saginaw Hardware Co., 
Saginaw, Mich., has returned to his desk 
after spending several weeks in the Jeffer- 
son Hospital, Philadelphia, Pa., under- 
going treatments. 


Beefsteak Party Nov. 17, of 


Hardware Square Club 


The Hardware Square Club, New York 
City, will hold a beefsteak party on Nov. 
17 at Long I Grotto, Brooklyn, N. Y. 
Music will be furnished by Kohlmeier’s 
Hardware Orchestra, and Bob Allen, of 
the Diamond Expansion Bolt Co., will be 
announcer. Lew Edwards, American Saw 
& Mfg. Co., is chairman of the committee 
doing the hardware work to make this 
party the usual success. All hardware 
men and their friends are welcome. 


Samuel Newman Dies — Presi- 
dent Newman Mfg. Co., 
Norwood, Ohio 


Samuel Newman, president of the New- 
man Mfg. Co., Norwood, Ohio, passed 
away recently in his 67th year. He was 
the inventor of many labor-saving de- 
vices and household appliances. He is 
credited with inventing the cigar tip cut- 
ter, the bed rail lock, and the pneumatic 


mattress. . ; 
; 3a 








McCaffrey File Corp. Continues 
McCaffrey File Co. Business 


Frank Gould, George B. Whitwell and 
John H. Whitwell have formed the Mc- 
Caffrey File Corp., which has taken over 
the business and assets of the McCaffrey 
File Co., Fifth and Berks Sts., Phila- 
delphia, Pa. 

Mr. Gould is vice-president and director 
of sales for the new corporation. George 
B. Whitwell is president and treasurer and 
John H. Whitwell is secretary. 

Mr. Gould has spent a full and active 
life selling files to the hardware trade, 
having been associated with Henry 
Disston & Sons, Inc., Philadelphia, for 
thirty years and George H. Bishop & Co. 
for five years. 

The McCaffrey File business was 
founded in 1863 by John and Hugh Mc- 
Caffrey. 


R. M. Bowser Passes Away 


R. M. Bowser, senior member of the | 


Pa., retail hardware firm of 


Renfrew, 


R. M. Bowser & Son, passed away on 


Sept. 21, 1928. 


Walker Succeeds Topping in 
Republic Iron & Steel Co. 


Wilbur B. Topping, general manager of | 


sales Republic Iron & Steel Co., Youngs- 
town, Ohio, has resigned, effective Nov. 
1, and Alexander E. Walker, assistant 


general manager of sales, has been named | 
to succeed him. | 

Mr. Topping has been with the company | 
for 20 years, his first connection having | 


been 


Alabama. In 1910 he was transferred to 


the general sales office, at that time lo- | 


cated at Pittsburgh, and when a Phila- 
delphia district office was opened in 1912, 
Mr. Topping was appointed its manager. 
His next position was as Cleveland district 
sales manager and from there he was 
transferred to the general sales department 
in Youngstown and appointed assistant 
general manager of sales. He was made 
general manager of sales in 1919. 

Mr. Walker was a salesman in 
Chicago office of the LaBelle Iron Works, 
Steubenville, Ohio, before he joined the 
Republic company in 1916 as assistant to 
the late Daniel Geary, then assistant gen- 
eral sales manager in charge of pipe sales. 
He succeeded Mr. Geary in 1919 and later 
was made assistant manager of sales in 
charge of pipe and sheets. With the re- 
organization of the sales personnel of the 
Republic company, following its absorp- 
tion of the Trumbull Steel Co. last April, 
he was appointed assistant general man- 
ager of sales. 


More Than 1500 Hardware Men | 


Attend Dover’s Detroit Dinner 


More than fifteen hundred hardware 
dealers and salesmen, coming from about 
a 200-mile radius of Detroit, attended the 
complimentary dinner given by the Dover 
Mig. Co., of Dover, Ohio; in the grand 


St 
| were Norman Vea, vice-president of the 
| Dover Co., and Charles T. Johnson Vea, 
| president of the company. 
| man, president of the Michigan Hardware | 





at the Pioneer blast furnaces in | 
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ballroom of the Book-Cadillac 
Wednesday evening, Oct. 3rd. 

Speakers stressed the importance 
“Standard Merchandise at Standard 
Prices.” 
was speakers 


chairman. Principal 


Dealers Association, spoke briefly, wel- 
coming the dealers in behalf of the Michi- 
gan Association. 

The meeting was judged a great success, 
and interest was maintained until adjourn- 
ment at a late hour. 


John P. Duffey Dies—President | 


Ohio Hardware Insurance Co. 
John P. Duffey of Greenville, Ohio, past 


| president of the Ohio Hardware Associ- 
| ation and president of the Ohip, Hardware | 


iain 





JOHN P. DUFFEY 











Insurance Co., passed away at his Green- | 


ville home on Sept. 16, after an extended 
illness. He was 74 years of age. 
Mr. Duffey was born in 1854 and spent 


| the greater part of his life in Adams | 


tee County, Ohio. 
| ville hardware business in 1892 and oper- 


He purchased the Green- 


ated it as the J. P. Duffey Hardware Co. 
George S. Werner of Greenville was the 
junior partner of the firm and had been 
associated with Mr. Duffey for more than 
34 years. 

In addition to his retail business Mr. 
Duffey was actively interested in farming 
and livestock raising. He was one of the 
organizers of the Ohio Hardware Insur- 
ance Co. and its only president, since the 
founding many vears ago. 


Strange-Jones Hardware Co. 
Increases Sales Force 


The sales force of the Strange-Jones 
Hardware Co., wholesale 
Clinton, Okla., has recently been increased. 
C. B. Benton, J. G. Teeters and Kenneth 
Koch have joined the company and are now 
covering their respective territories. 


Hotel, on | 
of | 


Fred Harms of 7907 West Fort | 


Herman Dig- | 


distributor in | 





American Ironing Machine Co. 
Completes Reorganization 


Announcement was made recently of 
the reorganization of the American Iron- 
ing Machine Co., Algonquin, Ill., manu- 
| facturer of the “Super Simplex” ironing 
machine. The company is now under the 
following management : 

FE. C. Peter of Algonquin, for 23 years 
vice-president, is president; M. J. Brod- 
erick of Chicago, Ill., for eight years as- 
| sistant secretary and treasurer, is vice- 

president and general manager; W. T. 

Peter of Algonquin, for twenty years sec- 
| retary, is treasurer; B. C. Getzelman of 
| Elgin is secretary. 

The above officers and the following 
make up the board: C. W. Anderson, 
| vice-president, Girard Trust Co., Chicago; 
| William Laib, vice-president, Reynolds 
| Construction Co., Chicago; G. A. Rine- 
| himer, Rinehimer’ Bros. Mfg. Co., Elgin, 
and W. W. Armstrong, president of the 
W. W. Armstrong Co., Aurora, and well 
known capitalist. 

Sales offices will be maintained at 100 
East Ohio St., Chicago. The company 
also manufactures a line of laundry equip- 
ment for hotel and institutional use. 


Bascom T. Baynes Leaves 
Odell Hardware Co. 


Bascom T. Baynes, who for. the last 
few years has been second vice-president 
of the Odell Hardware Co., Greensboro, 
N. C., recently resigned his position with 
the firm in order to assume the vice- 
presidency of the Greensboro Life Insur- 
ance Co. Mr. Baynes had been with the 
company for more than 17 years. He was 
tendered a farewell dinner and presented 
with a desk set as a token of esteem and 
regard. 





George W. McCarthy Joins 
Abbey & Imbrie Division 


George W. McCarthy of Auburn, N. Y., 
has joined the Abbey & Imbrie Division of 
A. G. Spalding & Bros., New York City, 
and will cover western New York. Mr. 
McCarthy is well qualified to handle the 
company’s line of fishing tackle for he has 
a successful background of sporting goods 
retailing. 


Leslie Bellows to Represent 
The Angle Tee Co. 


The Angle Tee Co., Meriam Building, 
Cleveland, Ohio, has announced the ap- 
pointment of Leslie Bellows, 258 Broad- 
way, New York City, as its sales repre- 
sentative throughout the New England 
States, New York and Pennsylvania. 





Schechterle Joins Fabre Hdwe. 


Otto Schechterle has recently joined the 
Fabre Hardware Co, of Seattle, Wash., 
.as. manager of the fishing tackle depart- 
| ment. 
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Welfare of Hardware Business Demands It Be 
Kept on Efficient Plane 


By P. F. Hord 


Assistant Secretary-Treasurer National Hardware Association 


HE subjects mostly discussed 

in this day and age are dis- 

tribution and competition. 
They go hand in hand because where 
there is distribution there also is 
competition, and vice versa. Methods 
of distribution have changed to some 
extent but it’s the same old competi- 
tion that we had twenty years ago 
except that she has a new dress. 

The chain stotres of today are the 
racket stores of former times, only 
more aggressive. They know how to 
merchandise, and are the last word 
in business control, but with the 
wholesaler and the independent re- 
tailer properly functioning it will be 
demonstrated that distribution can be 
as economically accomplished through 
the wholesaler and retailer as by any 
other method. 

Wholesalers realize that in order 
to prosper the retailer must prosper 
and are ably assisting the retailer by 
endeavoring to place him in a posi- 
tion to meet chain store competition, 
which means that both must work on 
a narrow margin. What effect has 
this on net profits and what has it to 
do with the fact that 43 per cent 
of all businesses show a deficit? 
Then again it would be interesting to 
know to what extent competition, 





within our own industry, because of 
the stress for volume, has affected 
profits. Is salesmanship a lost art? 








P. F. HORD 











The wholesalers and retailers who 
are prosperous are those who are 
selling profitable goods. The hard- 
ware store has always had the repu- 
tation of carrying quality merchan- 
dise and if the hardware business of 
the wholesaler and retailer continues 
to succeed, more attention must be 
given high grade tools, cutlery, the 








Carborundum Co. Radio Pro- 
grams Will Continue Through 
Winter 


Hardware dealers will be interested in 
the weekly radio programs which are be- 
ing sponsored by The Carborundum Com- 
pany of ‘Niagara Falls, N. Y. These pro- 
grams feature the Carborundum band of 
fifty pieces, and are played every Thurs- 
day night from 10.30 to 11.30 Eastern 
Standard time. 

The programs originate in the studio 
of WMAK, at Niagara Falls, and are 
broadcast through that station and 


WHAM, Rochester; WEBL, Syracuse, 
and the great General Electric Company 
station, WGY, at Schenectady. 

Last season these programs met with 
decided success, and were heard not only 
in practically all parts of the United 





States, but were also sent out over 
WGY’s short wave sending set, and were 
heard in several countries abroad, notably 
Germany, Italy, England, South Africa, 
and other distant places. 

One of the interesting advertising fea- 
tures of the program lies in the fact that 
hardware dealers throughout the country 
will be given the advantage of being defi- 
nitely tied in with these programs with- 
out cost to them. At the conclusion of 
each program an announcement is made 
that all listeners-in who write will be pre- 
sented with a Carborundum souvenir, 
pocket size, sharpening stone in a leather 
case. The listeners-in are instructed to 
register their names and addresses with 
their favorite local hardware dealer, and 
he in turn sends the list to The Carborun- 
dum Company. 

The Carborundum programs will be con- 





tinued all through the winter season. 


better lines of household goods, 
sporting goods, electrical appliances, 
etc. 

There is a breaking point beyond 
which it is dangerous to venture as 
to the percentage of chain store and 
competitive staple items that may be 
sold, yet how many houses know what 
lines and items are profitable or their 
sales of lines sold at an actual loss 
based on the cost of doing business? 
Many houses have this information 
because of accurate records of the 
monthly sales and profits by classi- 
fied lines. 

The general welfare of the hard- 
ware business demands that it be kept 
on a high plane of efficiency in man- 
agement and salesmanship rather 
than the following of the lines of 
least resistance by selling largely low 
price or cheap goods. Every busi- 
ness man has an obligation not only 
to himself but to the industry he 
represents to make a profit commen- 
surate with his efforts and his invest- 
ment. 

In order to accomplish this he 
must fit his expenses to his sales and 
secure sufficient business on profitable 
lines to overcome the lack of profit 
and often loss he sustained on the 
unprofitable lines.” 


Hardware Trade in General 
in Healthy Condition 

New York, Oct. 17.—Methodical mar- 
keting of heavy crops by farmers is ex- 
pected to keep prices somewhat stable, 
thereby protecting the buying power of 
the agrarian population. Hardware job- 
bers and retailers are greatly encouraged 
by this condition and look for a good, 
healthy trade for the balance of the year. 

The industrial centers of the country are 
reporting good employment averages, the 
automobile industry, for instance, predict- 
ing the manufacture of more motor cars 
than is usual at this period of the year. 

Retailers’ stocks are not heavy, and job- 
bers, with well-arranged and adequate sup- 
plies, are ready for greatly increased busi- 
ness during the closing weeks of the year. 

Prices are very firm and show very few 
changes. 

Collections average fair. 
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Discard Presidential Year Legend—Outlook 
Is Sound, Says Oliver Bros. Letter 


Oliver Bros., Inc., 71 Murray St., 

New York City, in an interesting 
market letter, suggest that business men 
discard completely the legend about poor 
business during a presidential year. The 
letter points out several encouraging facts 
about present day conditions. In part 
we quote this letter: 

“The political campaign is waxing hot 
and the more furiously the candidates and 
their henchmen fly at each other, the better 
business becomes, so we may discard for 
this year at least, the legend that presiden- 
tial election campaigns are hurtful to in- 
dustry in general. 

“At no time in several years has the out- 
look for the steel trade been brighter than 
now. The motor car makers are specify- 
ing freely, the demand for structural steel 
continues heavy, and railroad requirements 
are increasing. With large volume virtu- 
ally assured for the next three or six 
months, concentrated effort is being devoted 
to improving the price situation, with thus 
far only partial success. 

“It requires courage to suggest at this 
time that any signs of a slowing down in 
building operations are perceptible, because 
every prediction of the kind for several 
years past has proved very wide of the 
mark, but if the study of business trends is 
not to become a mere guessing contest, an 
alibi-making after the event, some heed 
must be given to certain barometers that 
have proved reliable in the past. 

“The principal uses of funds raised by the 
marketing of new bonds are construction 
and new equipment, so it follows that the 
volume of operations in the bond market 
is a reasonable basis for predicting the fu- 


A iver Bros, clients on Oct. 1, 





ture of building. On this assumption the 
present performance of the bond market 
appears to be an indication of some falling 
off in building operations some months 
hence. Following a steady rise over a six 
year period from 1921 to the early part of 
1927, new financing in the form of bond 
issues has fallen almost precipitately dur- 
ing the first eight or nine months of 1928. 
If this condition continues a little longer 
it is almost certain to result later on in a 
marked restriction in the amount of new 
construction. 

“A Rip Van Winkle just merging from 
a long sleep and considering the intensity 
of the agitation for farm relief would sup- 
pose that conditions in the rural communi- 
ties were fairly desperate. They’re not. 
Allowing, however, for the prevalent ex- 
aggeration of the unhappy state of agricul- 
ture, it must be granted that in some par- 
ticulars the situation remains unsound, but 
it is vastly improved. Crops and prices 
are spotty; good here, fair there, bad else- 
where. Whether governmental guidance 
or the slow workings of the inexorable 
laws of nature and economics will best 
serve the interests of the nation is a deli- 
cate question. 

“Lately the more frank among the edi- 
tors and economists have been taking notice 
of a condition which the average merchant 
has been acutely aware of for several years. 
We refer to the seamy side (as it were) 
of the much vaunted prosperity era we 
have been witnessing since 1922. Two 
years ago anybody who questioned the 
popular sentiment, voiced by the newspapers 
and various captains of industry, that pros- 
perity was unalloyed and unconfined, was 
charged with pessimism, one of the seven 





deadly sins. Large scale, widespread pros- 
perity during the past six years is not a 
thing to quibble about. However, there has 
existed, unheard until quite recently, as we 
just said, a body of substantial citizens who 
have figuratively sweated blood trying to 
make both ends meet. 

“Competition of the chain stores is the 
most engrossing problem of the hardware 
trade. It is of as much concern to manu- 
facturers as to wholesalers and retailers. 
They (the manufacturers) in dealing with 
chain stores have to contend with condi- 
tions not at all to their liking, such as the 
pressure of great purchasing power for 
price, the frank playing off of one source 
of supply against another, the frequent 
threat of chain store organizations to go 
into the manufacturing business themselves 
if their suppliers will not submit to rather 
merciless dictation. The thought that deal- 
ers should discuss their problems freely and 
openly with their jobbers, and the latter in 
turn with the factory representatives, is not 
mere idealistic conversation. Out of a lot 
of friendly talk should take shape some 
practical plans for purposeful competition. 

“We have always inclined to the opinion 
that hardware does not lend itself readily 
to chain store methods. The turnover is 
comparatively slow, for one thing. And it 
takes years to train a capable hardware 
clerk, because in large part the line is tech- 
nical. Mechanics do not feel like explain- 
ing their wants to a ten dollar a week girl 
clerk behind the hardware counter, chew- 
ing gum to the tune of the twenty-five 
cent phonograph records being demon- 
strated in the next aisle.” 





DeForest Lowers Tube Prices 
Effective October 5 


The DeForest Radio Co., Jersey City, 
N. J., Oct. 5, lowers list prices for cer- 
tain Audions as follows: Audion Type 
412-A, from $4 to $3.25; Type 426, from 
$3 to $2.75; Type 427, from $6 to $5; 
Type 471-A, $4 to $3.25; Type 480, $6 
to $5; Type 481, $10 to $8.50. The list 
prices of other DeForest Audions remain 
as previously announced. 


Sept. Construction Record Shows 
Heavy Increase 


September construction contracts in the 
territory east of the Rocky Mountains 
reached a total of $587,674,000, according 
to the F. W. Dodge Corporation. The 
area covered in this record consists of 37 
States and includes approximately 91 per 
cent of the total construction in the United 
States. The total of contracts awarded 
was the highest September contract total 





on record. It was 13 per cent ahead of the 
total for the same month of last year and 
14 per cent ahead of August, 1928. 

The September record brought the total 
amount of new building and engineering 
work started since the first of this year 
up to $5,132,944,100, representing an in- 
crease of 7 per cent over the corresponding 
period for 1927. 

An analysis of the September building 
record showed the following outstanding 
items: $202,806,900, or 35 per cent of the 
total, for residential construction; $119,- 
013,600, or 20 per cent, for public works 
and public utilities ; $114,780,300. or 19 per 
cent, for industrial buildings; $60,068,000, 
or 10 per cent, for commercial buildings ; 
$38,800,500, or 7 per cent, for educational 
buildings; and $23,845,700, or 4 per cent, 
for hospitals and institutions. 

New projects contemplated which was 
reported in the 37 States amounted to 
$522,655,600, a decrease of 15 per cent from 
the total reported in the preceding month 
and a drop of 17 per cent from the amount 
reported for September of last year. 





Wholesale Commodity Prices 
Show Decline in Week 


Wholesale prices of commodities during 
the week ended Oct. 6 declined one-tenth 
of 1 per cent, says the” National Fertilizer 
Association and made public Oct. 9. 

Declines occurred in the following 
groups: Foods, miscellaneous and fuel 
(due to gasoline). Advances occurred in 
fats and textiles. Since the first of Sep- 
tember the declines in the index has 
amounted to three-tenths of 1 per cent and 
since July 7 eight-tenths of 1 per cent. 

Based on 1926 as 100, and 453 quotations, 
the index stood at 95 for the week ended 
Oct. 6 and 95.1 a week previous. 





Wulser Hdwe. Wants Catalogs 


Wulser Hardware Co., which conducts 
both a wholesale and retail business at 
1109 East Twelfth St., Kansas City, Mo., 
desires manufacturers to send catalogs 
covering toys, electric parts, appliances 
and lamps, hardware, kitchen utensils, 
china, glassware and tools. 
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Steady Sale of Seasonable Merchandise 
Reported by New York Hardware Jobbers 


NEW YorRK, Oct. 16.—Hardware jobbers serving the trade in and 
around New York City report a steady sale of fall merchandise. 


Staple lines are in fair demand. 


ment in most parts of this area. 


Collections show slight improve- | 


Wood screws were advanced 5 


per cent, through a change in base discounts and sash cord in the 
cheaper grades has been advanced by manufacturers two cents, | 
otherwise prices are generally unchanged. 

New building and engineering projects awarded during Septem- 


ber amounted to $154,895,500, 


in New York State and northern 
New Jersey. This total shows an increase of 22 per cent over the | 


previous month and a gain of 46 per cent over that of September, 
1927. The following important classes of work were included in the 
total construction record: $65,011,700, or 42 per cent of the total, 
for residential buildings; $38,951,500, or 25 per cent, for public 
works and public utilities; $14,515,800, or 9 per cent, for commer- 


cial buildings; $11,705,700, or 8 per cent, for educational buildings; | 


and $10,885,700, or 7 per cent, for hospitals and institutions, says a 


recent Dodge building report. 


| 


| 


Total construction for the first nine months for this district has | 
reached the amount of $1,353,153,500 as compared with $1,258,225,- | 
000 for the corresponding period of 1927, an increase of 8 per cent. 

Contemplated new work reported during the past month amounted | 
to $164,949,000, which is 4 per cent less than August, 1928, but 5 
per cent greater than poe, 1927. 


ASHCAN TRUCKS.—No increase in 
demand is noted on this line as the 
weather has continued warm. Prices 
are firm and jobbers report full stocks. 
JOBBERS’ gue ve TO RE- 


TAILERS, F.0.B. NEW YORK: 
Moore’s Handy Ashcan Trucks, No. 
105, $2.20 each, and No. 60, $1.85 


each. 

ASH SIFTERS.—There has been no 

increase in the demand for ash sifters 

as few furnaces have been lighted, due 

to the continued warm weather. No 

price changes are anticipated. 

JOBBERS’ QUOTATIONS TO RE- 

NEW YORK: 


TAILERS, F.O.B 
Rotary ash sifters, $2 each, 


BATTERIES.—Fall broadcasting of 
popular features has caused an increase 
in the call for radio batteries. Stocks 
are said to be ample and prices have 
remained the same. 


JOBBERS’ QuoTATION.. ae. RE- 
TAILERS, F.O.B. NE 


Dry cells, No. 6, Suen type. 
32%4c.; No. 7111, same type, 3544c. 
each. 


Hercules, No, 6, ignition type, 23c. 
each in lots of 50. 

B batteries, No. 767, $2.06 each; in 
units of 5, $1.92 each; No. 772 (ver- 
tical type), $2.06 each: in units of 5, 
$1.92 each; heavy duty, vertical type, 
No. 770, $3 each; in units of 5, $2.80 
each. Layerbilt, = 486, $3.20 each: 
units of 5, $2.97; New Layerbilt, No. 
485, $3.22 each: ‘in units of 5, $2.97 
each. 

BOLTS AND NUTS.—Prices have re- 
mained the same. Normal sales con- 
tinue and stocks are in good condition. 

JOBBERS’ pit ange A ie. RE.- 
TAILERS, F.O.B 

Carriage con” ae ore = 


lots, 60 per cent off list. 
Stove bolts, 80 per cent off list. 


hie 


Machine bolts, % by 6 and smaller, 
50 and 10 o 
—- cent off list; 1% to 1%, 

st, 


ff list; larger to 1 by 30. 
30 off 





55 off list. Case lots. 


Coach screws, s 
Step bolts, 50 


60 per cent off list. 
per cent off list. 


BUTTS.—Reasonably steady prices are 
reported by local jobbers. Stocks are 
adequate and a normal activity exists. 


JOBBERS’ yet A TO RE- 
TAILERS, F.O.B. NEW YORK: 

Steel butts, 3% a 3%, in case lots, 
1814c. per pair. Less than case lots, 
19c. per pair. 

CARPET SWEEPERS.—Many extra 
orders are being filled from ample job- 
bers’ stocks. No price changes. 


JOBBERS’ QUOTATAONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Carpet sweepers, Standard, $3 each; 
Universal, japanned, $3.50 each; Uni- 
versal, nickel plated, $3.83 each: 
Grand Rapids, japanned, $3.67 each; 
Grand Rapids, nickel plated, $4 each; 
Elite, $5 each; Princess, $4.17 each; 
and American Queen, $4.50 each; 
Sterling, $2.10 each. 


CLOCKS.—Increased activity is noticed 
as the fall season progresses. Hard- 
ware dealers are buying for holiday 
needs. Ample stocks are reported by 
jobbers who do not anticipate any price 
changes. 


JOBBERS’ ght hs gee i. RE- 
TAILERS, F.O.B. NEW YOR 

Alarm clocks, Big Ben, omg same 
luminous, $3.16; Baby Ben and Baby 
Ben luminous take same respective 
Ben Hur, $1.76; same lumi- 


prices; 
nous, $2.46. 

Blue Bird, luminous dial, $1.76; 
Blue Bird, $1. 22; Sleepmeter, $1.40; 
Sleepmeter, luminous dial, $2.10; 
American, $1.05. 


Auto clocks, Westclox, plain, $1.76; 
same luminous, $2.46. 
FLASHLIGHTS. — Full stocks and 
steady prices continue. A slight in- 
crease in demand is noticed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK 


Flashlights, No. 2602, 68c.:; No. “9630, 
84c.; No. 2631, 68¢.; No. 2612, $1.10: 





No. 2672, $2.08; No. 2674, $2.08: No. 
697, $1.49; No. 2642, $2.73; No. 2644, 
$2.73; No. 2660, 84c.; No. 2634, $1.17; 
No. 2619, $1.43; No. 6993, $2.63; No. 
2645, $3.57. Prices are each and net. 

Flashlight assortments, No. 71, 
$6.06; No. 16, $6.06; No. 04, $4.08 each. 


FLASHLIGHT UNIT CELLS. — The 
steady sale continues. Prices are main- 
tained and orders are being filled from 


| full stocks. 


JOBBERS’ QUOTATIONS TO RE. 

TAILERS, F.O.B. NEW YORK: 

Eveready Flashlight unit cells, No. 

703, 19%c.; No. 710, 

68c.; No, 7 3; No 

761, 19%c.; N 5 

6loe.; No. 409, 3214e.; No. 

790, 18c.; No. 791, _: 

13c. Prices are each and net. 
FRUIT PRESSES.—Stocks are fair 
and although the season is well ad- 
vanced a slight demand continues to 
exist. Prices are the same. Stocks are 
fair. 
JOBBERS’ Stare TO RE. 
TAILERS, F.0O.B. NEW YORK: 
Fruit presses, hh. hinged tub, No. 
0, $6; No. 21, $7.50; No, 22, $8.50; No. 
$10. 50; No. 238, $13.50; and No. 
*$18. Prices are each. 

Ratchet type —. presses, No. 5A, 
$10.50; No. 5, $13.50; No. 3A, $18. 75: 
No. 3, $24; No. aes $27.75; and No. 
2A, $33.75. Prices are each. 

Juicy fruit presses for home use, 3 
qt., $3.60; 6 qt., $4.50; 12 qt., $6.20. 
Prices are each. 

oe: crushers, No. 14, plain type. 
$5.2 moO. 3h wheel crusher, $7.1 
No. "Ss, wheel crusher, wi No. 30, galv. 
plain crusher, $6.25; No. 20, galv. 
crusher, $10; and No. 25, wheel fruit 
crusher, $11.25. Prices are each. 


NAILS.—Jobbers report full stocks. 
The normal demand has continued and 
there has been no change in prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Common _ wire nails, bright, 44d, 
$4.25 per keg; 6d, $4 per keg; 8d, 
$3.85 per keg; 16d, $3.75 per keg. 
Common wire nails, galvanized, 4d, 
$6.75 per keg; 6d, $6. 50 per keg; 8d, 
$6.35 per keg, and 10d, $6.25 per keg. 
Wire box nails, smooth, 4d, $4.45 
per keg; 6d, $4. 10 per keg, and 8d, 
$3.95 per keg. Wire finishing nails, 
bright, . _ 95 per keg; 6d, $4.35 
per keg; $4.10 per keg, and 10d. 
$4 per Tye “Wire finishing nails, gal- 
peng 2 4 7% per keg; 6d, $6.s 
or eg; 
Bie os: ll per keg, and 10d, 
OIL HEATERS.—While there is little 
demand for this merchandise, due to 
the continued warm weather, the next 
cold snap is expected to increase the 
activity in this line. Stocks are ample. 


Prices the same. 


PRESTONE.—Jobbers are preparing 
for a busy season, although there has 
been little or no call for this line as 
yet. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B B. NEW YORK: 
Prestone, in 1% gallon cans at $3.60 
per gallon: in one gallon cans, $3.60 
per gallon, and in half gallons cans, 
$3.80 per gallon. N. B. These prices 
are all given per gallon not per can. 
RADIATOR SHIELDS.—A slight in- 
crease in demand is reported. Prices 
remain the same and stocks are ade- 
quate. 
JOBBERS’ QUOTATIONS TO RE- 
- NE YORK: 


TAILERS, F.O 
a, shiclds, Gem OR 
o. 1- ws go ag $4.50; 


No. 1, $4; N 
” 3, $5; No. 4 $5. 0° No. 
$: » - 35. 50: No. 8. 


, $6; No. 6b, 
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$7. These prices are Fed per oe h TIRES AND TUBES.—Prices have | a blue, pare. yo go a 

bject to dealers’ discount of 30 . . ere 0x, $7.80 per C; No. 99 Mazda lamp, 

= — These models with water been maintained. Ample stocks are a | intermediate base for No. 72 or No. 

humidifiers are $1 extra each, list. ported and the demand has not in- | 3500 outfit, 18%4c. each; packed 10 

‘ | of a color in a box. Colors red, blue, 

ROLLER SKATES.—A fair demand creased. | green, orange, opal, yellow. 

continues as the weather has been ex- ea SOT ATION TO RE.- TREE STANDS.—This line is not yet 
; ‘ demand. Some business is being 


ceedingly good for outdoor play. Prices 


Tires and Tubes.—Mansfield tires. 


are being maintained. Stocks adequate. 30 J 3% age one $5.45; he avy received. 
duty oversize ; x iberty , 
JOBBERS’ QUOTATIONS TO RE- $10.20; heavy duty, 312.10; tires, 29x | JOBBERS: QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 4.40, $8; 32 x 6.20, heavy duty, $17.40; | = -E S, F. ).B. N oo ae H oe 
Roller skates, extension web heel tubes, 30 x 3%, $1.40; balloon tire | , ggg nd _—_ stands, Gem, 3 i 
and toe straps, plain steel rolls, 72c snes, gray; 20 x £40; $1.65; 32x 620, | c8cbs Lrown No. 2, lone. each, 
per pair; same with toe clamps and $3.00. Crown No. 3, $1.09% each. 





VENTILATORS.—Full stocks are 


web heel, 78c. per pair; same for . : : j fai 

wep Netth gelf-sontelned ball bear- TREE LIGHTS.—Although the season | “hg a age eel ae 

ing. Raney Hg $1. 42 per pair; for girls, is very early some orders are being por ed. rices ave no € anged and, 
62 pe ee : Bein ate y y yee r has 

oS a Keys, received by local jobbers. Prices are | while the warm weather has ee 

2%c. each; skate wheels, with self- firm and stocks full. jobbers are preparing for a busy sea- 

contained ‘pall bearings, 10c. each; | son ahead. 


ball bearings, 15c. per 100; axles, 3c. 
each; cotter pins, 15c. per 100; axle 


JOBBERS’ pe gt 4. J RE- 
TAILERS, F.O NEW YOR 
No. s12—Propp, 8 light Mande ex- 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 





nuts, $1 per 100; axle nut washers, | 

60c. per 100; adjustment binding bolt, tension outfit, $1.23 each; in standard | Continental, metal frame, No. 

65e. per 100; adjustment binding bolt pkg. quan. of 50, $1.20 each; No. 883— | $4.50; No. 837, $4.75; No. 845, $5.20; 

nut, 65c. per 100, and toe clamps, Propp 8 light Mazda extension out- No, 1137, $5.50; No. 1145, $6.30: No. 

12c. per pair. fit, $1.48 each; in standard pkg. 1437, $7.30; No. 1445, $8.10. Prices are 

Chieftain line, No. 400, for either quan. of 50, $1. 44 each; No, 80— per doz., net. 

boys or girls, self-contained ball Propp 8 light Mazda extension out- Continental wood frame ventilators 
fit, $1.73 each; in standard pkg. quan. No. V836, $3.60; No. V923, $4.05; No. 


bearings, $1.45 per pair. 


V959, 


of 50, $1.69 each; No. 72—Propp 7 V937, $4.50; No. V949, $6. 10; No. 
SCREWS—Jobbers report the price on light Mazda multiple “set _weather- $6.75; No. V1537, $5.85; No. 1549. 
proof, $2.74 each; in standard pkg. $7.80. Prices are per dozen, net. 


cheaper grades advanced two cents, but 


quan. of 30, $2.67 each. 


Diamond E, metal frame, No. 01, 


j i j No. 864—Propp 8 light carbon out- $4.40; No. 02, $4.80: No. 03, $5.60: No 
at press time prices to the retailer had | fit, 75c. each; in standard pkg. quan. , $5.20; No. 2, $5.60; No. 3, $6.40: 
not been changed. of 50, 70c. each; No. 3500—Noma 7 No. 4, $7.60; No. 5, $8.40. Prices are 
JOBBERS’ QUOTATIONS TO RE- light te Sal twinkling —_- per dozen, net. 
weatherproof, $3.94 each; in stand- WEATHERSTRIP. — Activity is re- 


TAILERS, F.O.B. NEW YORK: 
Sash cord, Samson Spot, No. 8, 
674%4c.; Aetna No. 8, 3314c.; Phoenix 
No. 8, 41c.; Sachem, No. 8, 38c. 
No. 7 is le. higher and No. 6 is 3c. 
higher on all brands. 


SCREWS—Jobbers report a 5 per cent 


ard pkg. quan. of 50, $3.84 each: No. 
116—Noma 15 light Mazda twinkling 
outfit, weatherproof, $4.54 each; in 
standard pkg. quan. of 25, $4.43 each; 
No. 3020—Propp Mazda tree star, 
$1.80 each; in standard pkg. quan. of 
30, $1.76 each; No. 305—Propp 12 in. 
plain wreath, $1.16 each; in standard 





ported in this line. Stocks are in good 
condition and prices are steady. 


JOBBERS’ ee ce TO RE- 
TAILERS, F.O. YORK 
Weatherstrip, 


B. NEW 
wood and vubber. 











: Per 100 F : 
advance on wood screw prices. Note pkg. eS o- — if ER canes vavnc sarees evestens $1. 

* Ps ‘ o. 310—Pro cee eee RES Dk. iw ae'twes vives wecwasiesaes -80 
new base discounts. List prices are the $2.05 each; in standard pkg quan. | No. 1% 2020... iso 
same. Demand is normal. ps Pata a each; = KT Oe a DRIES SS? DSSS Ole ree Freee nee 2.40 

si auto wreath, eee. ER! Rs a din ok Ca wate ahead AN 3.34 

a ge QUOTATIONS TO RE- standard pkg. quan. of 10, $1.13 each: TERS Sa Se argon eee ieee a 4.27 
v RS, F.0O.B. NEW YORK: No. 1600 Noma—1l4 in. holly wreath, “Sietatiic flexible strip. 

,Wood screws, flat head, bright iron, complete with 8 Mazda lamps, $3.00 TEI coho icaie Gaae caceaants 2.15 
47% -10-10; round head, blue, 42%4-10- each; in standard pkg. quan. of 10, ISO cian vparciccnriackpeaae te 2.65 
yi head, iron, nickel plated, $2.93 each; No. 3000—Propp electric WORM wise rnuepescncsmanten hay .05 

4-10-10; flat head, galvanized, 20- chimes, $1.48 each; in standard pkg. Felt weatherstrip, No. 100, 60c. per 
10- 10; flat head, brass, 4246-10-10; quan. of 50, $1.44 each. carton. 
7 omen oe brass, 40-10-10. These No. 303—Propp 3% in. copper re- Wirfs home comfort strip, maroon, 
me to new standard factors, Rte gross; packed 8 in a 500 ft. reels, $33.50 per 1000 ft.; white, 
ata” sts. Ox, oxes o in standard car- 500 ft. reels, $33.50 per 1000 ft. 

tound head, brass, 3714-10-10. ton; No. 76 Mazda lamp asst., Serval weatherstrip, No. 1A, ma- 
Machine screws, flat and round packed 100 asst, lamps in box, $7.80 roon, 500 ft. reels with tacks, $8.00 
head, brass and iron, 70 per cent per C; No. 78 Mazda lamps, solid per reel; No. 2B, white, 500 ft. reels 
discount. colors, red, green, yellow, orange, with tacks, $8.50 per reel. 








How About a Handy Package ? These items can be placed in their containers, at spare 
moments, just as the grocer puts up his sugar. 
ARDWARE merchants handle daily many staple 
items that could be easily packed in more con- 
venient packages. 

For example, stove bolts and wood screws which, due 
to present method of packing or our handling, require a 
great deal more of the salesman’s time and effort than 
is necessary. 

It would appear that it would be a great help to have 
stove bolts and screws packed one dozen in a small en- 
velope with twelve envelopes packed in the same style 
box as that now used by the manufacturer. 

This method would enable the salesman to wait on his 
customers for these items in half the time. In instances 
where the customer calls for less than one dozen, it 
would ordinarily be an easy matter to sell him the en- 
velope containing one dozen, as the price would generally 
be very moderate. 

This would eliminate the salesman giving the cus- 
tomer four or five screws and saying: “Take ’em along, 
there’s no charge; we will make it up the next time.” 

It might be found practical to put up nails in one and 
five pound inexpensive cartons, especially the most com- 
mon sizes. 

In paint departments, oils, turpentine, etc., could be 
placed. in pint, quart, half-gallon, one gallon and five gal- 
lon containers, labeled and ready for delivery. 


Pritchard’s Jack Jumpers 


W. P. Pritchard Co., Adams, Mass., is manufacturing Jack 
Jumpers, a coasting device for young and old. Pritchard’s Jack 
Jumpers are constructed of hardwood and steel, attractively fin- 
ished, and come in two standard sizes. The device is strong, 


= Doe 





durable, light in weight and easy to operate. The double runner 
type has been designed for smaller children and the single runner 
type has been made for sport and speed. 

Pritchard’s Jack Jumpers can be used on big or little hills, 
with light or heavy snow, providing enjoyment for all. Further 
information can be secured from the manufacturer. 
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Pittsburgh Market Is Fairly Active 


—Seasonal Goods in Demand 


(Pittsburgh office of HARDWARE AGE) 


PITTSBURGH, Oct. 16.—The market here is fairly active as a whole 


and really active in seasonal goods. 


Outside of an advance of 5 per 


cent in wood screws there have been no important price changes. 
An abundance of grapes this year has stimulated wine making and 


there is a very heavy call for oak kegs. 


Approach of the hunting 


season finds full reflection in the call for guns and shells and hunt- 
ing clothing. Heaters and heating supplies are doing well, and 
there is the usual] seasonal demand for ventilators and weather strip- 
ping. There is a somewhat better operation of coal mines in this 
territory and demands from that source are improving. The steel 
industry has not been as busy since the war as it is at present; the 
percentage of plant engagement may have been higher during the 
war period, but in the meantime productive capacity has increased 
through improved methods and greater man efficiency and this 
means an even greater output than there was during the troubled 


days of ten years ago. 
ment. 


Collections do not show any material better- 





ALARM CLOCKS.—Excellent demand 
is reported for this line. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 
Plain Luminous 


Dial Dial 

. ££. eee $2.29 $3.16 

Baey BOM: ..2s.s00 2.29 3.16 

errr Se 1.05 1.58 

Sleep Meter ...... Le} 2.10 

OO er 2.46 
errr $1.05 to Fy My $1.55 to 3.09 


AUTOMOBILE TIRES AND ACCES- 
SORIES.—There is fair activity for 
tires and accessories. Sales of chains 
and anti-freeze radiator liquids wait on 
cold weather to move. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. PITTSBURGH: 

Tire Chains.—Lots of 1 to 9 pairs, 
list less 30 per cent; 10 to 49 pairs, 
(one shipment), list less 35 per cent; 
50 pairs and over (one shipment), 
list less 40 per cent; adjusters, 50c. 
to 65c. per pair; pliers, 45c. each; 
links, No. 1, $3.50 per carton; No. 2, 
$3.25; No. 3, $3. 

Radiator Compounds. — Denatured 
alcohol, 1 Pe 4 barrel lots, 59c. per 
gal.; 5 to 9 barrels, 57c.; 10 barrels 
or more, 55c.; Prestone, i% gal. and 
1 gal. cans, $3.60 per gal.; % gal. 
cans, $3.80 per gal. 

Spark Plugs.—Lots of 100 or over, 
50c. each; less than 100, 53c. each. 

Mansfield Tires. — High pressure, 
cord, 30 x 3% in., extra size, $7.25 
each; straight side, $9.10; 31 x 4 in., 
$11.40; 32 x 4 in., $12.10; 33 x 4 in., 
$12.70; 32 x 4% in., “—s 33 x 5 in., 
$21.70; balloon, 29 x 7 as $8; oto 
x 5 in., $10.75; six 6 ins $11.20; 

5.25 in., 20 in. rim, $12.50; 30 x 6 a 
$16.60; 32 x 6 in., 20 in. rim, $17. yo 
Tubes.—Hi h pressure, tan, 30 
“ey ve 40 gach 31 x 4 
s3° 3x4 ~ 


$3.5 55: gray tubes sell 15c. “e 50c. less: 

balloon gray, 29 x 4.40 in., $4.65; 

£ $1.95; 31 1x 5 in., $2.05: 30 0 x 2 
, 20 in. rim, $2.25; 32 x 6 in., $2.65; 

33 x 6 in., $2.85. 


BATTERIES.—Fair demand exists for 
radio batteries. Those for flashlights 
are doing well. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 





Broken Unit 
oe: Packages 

Pee 06 
SS RSet 3.20 97 
2 eee 2.06 1,92 
Pree 3.00 2.80 
LS Serr ore 1.32 1.14 
Tre. s ch be ceswsnes 42 39 
aaa 1.05 -97 
DY ah en cas oe aean 1.40 1.30 
. sere 1.40 1.30 
ere 2.06 1.92 
i aa 1.93 1.79 


No. 6 dry cells, ignition type, unit 
Packages, 36c. each. 

Flashlights.—No. 935, 6%c. each; 
No. 950, pret No. 790, 13c.; No. 705, 
19%c.; 750, 13%c.: No. 791, 138c. 

Hot shet —No. 1461, $1.67; No. 1661, 


BEVERAGE AND _ PRESERVING 
SUPPLIES. — Demand is_ generally 
good, but in particular, oak kegs, which 
are wanted on account of an abundance 
of grapes, and the fact’that this means 
low-costing beverages. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ‘aaa a 

Botties.—Crown, 14 $6 per 
gross; 28 oz., $8.40; Mettning stop- 
per, 14 oz., $7.50; 28 oz., $9. 

Caps.—In single gross lots, 18c. per 
gross; 10 gross lots, 17c. per gross; 
50 gross lots, 16c. per gross. 

appers.—Everedy, $9 per doz.; 
Industro, $10 per doz. 

Strainer Sets.—Everedy in dozen 
lots strainer stand, $4 per doz.; 
strainer bag, $2 per doz.; filter bag, 
$4 per doz. 

Scales.—Universal, No. 1021, $1.25; 
No. 11021, $1.55; No. 19221, $2.50; No. 
1621, $3. 50. 

Mason Jars.—Pints, $8.80 per gross; 
quarts, $10.10; 2 quarts, $13.15. 

Jar Rubber.—Double lip red, 80c. 
per gross. 

Canning Racks.—No. 1 single jar, 
70c. per doz.; No. 2, 8 jar, $3.60 per 
doz.; jar wrench, 75c. per doz. 

Fruit Presses. Sse ag No, 6, 
$6.25 each; Juicy, 3 $3.50 each; 
6 qt., $4.30; 12 qt., $6; Brighton, 2 at., 
$3 each; 4 qt., $4.50; 10 qt., $7. 

Sealing Wax.—$2.50 per case. 

Cider Presses.—Eagle, single tub, 
$12.10 each; Eagle a $24; Cant- 
clog, single tube, $14. 

Meat se nelipge No. 
12, $5.25 each; No. 22, $9; No. 32, $11. 





Kraut and Slaw Cutters. — Slaw 
cutters, Rapid, $3 per doz.; No. 625, 
$3.60; No. $26" $4.80; Kraut cutters, 
No. 672, $1.15 each; No. 673, $1.35. 


Oak Kegs— 

Red White White Oak 

Oak Oak Charred 
BR.. casas acs $1.35 $1.45 $2.40 
SRE Seca aee 1.80 1.95 2.85 
SER. 2 Gig cakes 2.00 2.15 3.20 
a 2.25 2.45 3.75 
|, ee 2.65 2.85 4.35 
DPN, ois s0 sna 2.85 3.00 4.50 
ee 3.75 4.20 6.50 


BOLTS, NUTS AND RIVETS.—Prices 
are holding firmly. Demand is fairly 


active. 
JOBBERS’ QUOTATIONS ae. RE- 
TAILERS, F.O.B. PITTS 


Bolts. —All os ly rh By yoy ‘and 
tire bolts, per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per 
cent off iat tire bolts, 60 and 10 per 
cent off 1 

Nuts. ti ‘styles, 
list. 

Rivets.—Large, $3.50 base per 100 
pieces; small wagon and tinners’ riv- 
ets, 60 per cent off list. 


BUILDERS’ HARDWARE. — Orders 
are small individually, but reach a fair- 
ly satisfactory aggregate, since they 
are pretty numerous. Prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots, in 3 in. x 3 in., $18.50 per 100 
id 3% in. x 3% in., $19; 4 in. x 

n : 
Hinges.—Heavy strap, 6 in., $1.85 
per doz.; 8 in., = 10 in., $4.80; 
extra heavy 7 os $2.30 per doz.; 
8 in., $3.40; 10 in., "$8. 40; light strap, 
with’ screws, packed one pair in a 

$9. 60 per 100 pair; 4 in., 

sin 60 light 2, 3 in., $11 per 100 pair; 
4 in., $12.60 

Hasps. — Hing e, without screws, 
ew “denen tote, 3 in., 65c. per doz.; 

4 in., 79c.; 6 in., $1.05; safety, 3 in., 
S7¢, per doz.; 4% in., $1.14; 6 in., 


Garage Sets.—Swinging hinges, 10 
in., $3 per set. 
CEL-O-GLASS.—This item is doing 
well. Jobbers’ quote to retailers, f.o.b. 
Pittsburgh, 100-ft. rolls, 12c. per sq. ft.; 
50-ft. rolls, 12%c. 


DOOR MATS.—Strong demand con- 
tinues for this line. 
—— GucTAness TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Cocoa, $8 to $18 per doz., age tage 
to size; wire, 15% in. x 33% i $1 
each; 18 in. x 30 in., $1.50; 22 4 x 
36 in., $2.15; 35 in. x "4 in., $3.33. 
FURNACE CEMENT.—Furnace relin- 
ing and repairs, incident to this time of 
the year, account for a good demand. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Rutland, 1 Ib. bags, 10c. each; 2 Ib. 
bags, 18c.; 5 Ib. bags, 38c.; 10 Ib. 
bags, 75c.; Smooth-on, 7 0z. pack- 
ages, 24c. each; 1 Ib., 40c.; 5 Ib., oe 75. 


60 per cent off 


‘GAME TRAPS.—Demand is good, but 


it will doubtless be better with the ad- 
vent of trapping weather. 
te tg 4 uot Arion. TO RE- 
TAILERS, 0.B. PITTSBURGH: 
Victor, No. 0, $1.10 per doz.; No. 1, 
$1.38; No. 1 $2.44; No. 2 $3.36; 
jump, No. 0, 1. 59; No. 1, $1. 83: coil 
spring, No. 3 $1 1.28; Gibbs, 2- trigger, 
:. oer doz.; single grip, No. 1 $1.88; 
2, $3.35; No. 3, $5.50; No. 4, $6.70. 
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— 5 in., $1.20; 6 in., $1.35; 7 in., $2; flue Burfo, hard bronze, 3 and 4 ft. 
FLASHLIGHTS AND BULBS. As rings, yy in., $1 per doz. ; 4 in., $1. 25; lengths, 5c. per ft. net. Economy, 


usual when the days shorten, demand 
for these lines is good. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Lights.—Eveready, No. 2602, 68c. 
soaks No. 2612, $1.10; a. 2630, 84c.; 
No. 2631, 68c.; No. 266 , 84c.; No. 
2619, $1. 43; No. 2634, $1. tt No. 2642, 
$2. 73; No. a $2. 08; No. 3695, $2.28; 


No. 2645, $3.5 

Unit Broken 
Packages Packages 

Bulbs— er 100 Each 
No. 1 and No. 11.... $6.50 10c. 
No, 138 and No. 14.... 7.15 1lc. 
No. 16 and No. 17.... 5.85 9c. 
ae 7.15 Tic. 


GUNS AND LOADED SHELLS.—Sea- 
sonally active movement of shells is re- 
ported and guns are moving well. High- 
powered rifles as yet are rather slow. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. PITTSBURGH: 

Loaded Shells.—Load 3 oz. by 1% 
oz., 12 gage, Repeater or Nitro Club, 
$32.22 per 1000; Ranger, $28; Leader 
or Arrow, 80. 

Guns. — Winchester pump, $39.40 
each; Remington pump, $39.45 each; 
Savage pump, $39.25 each. 

Rifles.— Winchester, model 02, $5.15 
each; model 92 S. F., round barrel, 
$21.90; octagon barrel, $23.30; model 
94S. BF, waar barrel $25.90, octagon 
barrel, ” $27.95 5; model 94 carbine, 
23.95; model’ 53, $21.90; model 55, 
$32.95; Remington, repeating, model 
12A, $15.86 each; 14A, $35.46; 25A, 
$23.95; Savage, repeating, — 20, 
34; smodel 40, $24; —— 99 & E, 
30.90, B & F, $34.50, G, $37. SOS model 


3A. $14.25 
HEATERS.—Good steady demand is 
noted for oil and gas heaters. Weather 
is still a little mild for the use of main 
household heating systems. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 
Oil Heaters.—According to size and 
style, $3.75 to $6 each. 
Gas Heaters.—Radiant type, $9 to 
to 


$65 each; reflector type, $2.25 
$13.50. ~~ 


HEATING ACCESSORIES.—Radiator 
and register shields still are in strong 
demand and there is some call for all 
other items under this heading. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH 
Stove Board. —Square, wood lined, 
24 in., $12.60 per doz.; H 28 in., $18 per 
doz. ; ’30 in., $20 per doz.; 36 in., $29 
per doz.; paper lined, 24 in., $7.50 per 
doz.; 28 in. 50 per doz.: 30 in., 
$10. 80 per doz.; 35 in., $16. 20° per doz. 
gay Pipe.— —Nested, sheet steel, 5 
$3.20 per crate; 6 in., $3.40; 7 in., 


34 05; corrugated elbows, 5 in., $1.30 
per doz.; 6 in., $1.40; 7 in., $1.85; 
aluminum pipe, 4 in., $7.20 per doz. 


joints; elbows, $5 per doz. 

Furnace Pipe —No. 26 gage, 8 in., 
16c. per ft.; 9 in., 17c.; elbows, 8 in., 
36c. each; 9 in., 40c. 

Dampers and Flue Rings.—Damp- 
ers, 3 » $1 per doz.; 4 in., $1.10; 





5 in., $1.90; 6 in., $2.20; 7 in., $2.75. 
Coal Hods. — Galvanized, 16 «in., 
$4. 14 per doz.; 17 in., $4.75; 18 in., 


"Bani Chutes.—Black, 8 ft., $6 each; 
10 ft., $7.50; 12 ft., $9. 

Fire Shovels. —Stamped sheet steel 
japanned, flat handle, 50c. per doz.; 
round handled japanned, 60c. to $1. 10: 
galvanized, $1.10. Never Break No. 
10, $4.25; No. 16, $4.60; No. 20, $4.80. 


150-B, $7.50 
per doz.; No. 80, $ 4.20. 

Gas Connections.—Lead, 12 in., 22c. 
each; 18 in., 26c.; 24 in., 29c.; 30 in., 
38c.; 36 in., 37c. Flexible steel tub- 
ing, 3 ft. lengths, lic.; 4 ft., 18¢c.; 5 
ft.. 16c.; 6 ft., 19c. Cloth ‘inserted 
tubing, 4the. per foot. 

Register and Radiator Shields. — 
Register shields, No. 1 floor, . per 
doz. net; No. 10, $10; wall, No. $6 

per doz.; No. 20, " .20; radiator, ahiat 
seal adjustable, No. A 4 each; No. 
2, $4.50; No. 3, $5; No. 4, $5; No. 5, 
$5. 0; No. 6, $6 list, subject to deal- 
ers’ discount of 30 per cent. 


HUNTING CLOTHING.—Demand is 
steadily gaining momentum. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 


Coats, $2.75 to $6.50 each; vests, 
$1.50 to $1.80 each; pants, $2; 
breeches, $3.50 per pair; leggings, 


90c. to $2 per pair. 


LANTERNS. — Shortening days and 
lengthening nights means increasing 
demands for lanterns. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, at agg ® i a 
ok ante —No. * .95 each; No. 
$6.30; No. 37 a4. 
yg ee —Monarch, $8 per doz.; 
Junior, $8.50; Little Wizard, $8.50; 
D’Lite, $13; Junior Wagon, $17. 25. 


PAINTING SUPPLIES.—AlIl makers 
now are quoting the best grade of ready 
mixed paints at $2.60 per gallon, this 
price representing an open reduction by 
some of them. Turpentine is up slight- 
ly, but oil is down. Business is of fairly 
good volume for the time of year. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(whites and dark greens, 15c. per 
gal. higher); white lead, 1314c. per lb. 
in 100-lb. lots; 10 per cent less in lots 
of 500 Ib. or more, and extra 4 per 
cent less in lots of a ton or more; 
turpentine, 69c. per gal. in barrel 
lots; raw linseed oil, 11.3c. per Ib. in 
barrel lots. 
WEATHER STRIPPING. — Demand 
does not yet give signs of being satis- 
fied. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 
Meta-Felt, % in., $19.50 per 1000 
ft: & in. = per 1000 ft.; cushion, 
all felt, No. 18, $2.40 per 100 ft.; No. 
au * 85 per 100 ft.; No. 20, $3.25 per 
Tt. 





for windows, 36 in. x 36 in., $1 per 
carton of one window set; for doors, 
36 in. x 84 in., $1.20 per carton of one 
door set. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 

Single strength A, 83 per cent off 
list; B, 85 per cent off list. Double 
strength A, 84 per cent off list; B, 
86 per cent off list. 


WINDOW VENTILATORS.—This 
another line that is having a good de- 
mand. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. PITTSBURGH: 

Continental, metal frame, No. 833, 
$4.50; No. 837, % 75; No. 845, $5.20; 
No. 1137, $5.50; No. 1145, $6.30; No. 
1437, $7. 30; No. 1445, $8.10. Prices are 
per "doz. net. 

Continental wood frame ventilators, 
No. V836, $3.60; No. V923, $4.05; No. 
V937, 4.00; No. V949, $6.10; No. V959, 
$6.75; No. V1537, $5. 85; No. 1549, $7.80. 
Prices are per doz. net. 


Diamond E, metal frame, No. 01, 
he 40; No. 02, $4. 80; No. 03, $5. 60; No. 
5.20; No. 2, 5.60; No. 3, $6. 40; 
No. 4, $7.60; No. 5, $8.40. Prices are 
r doz. net. 
Schumacher, wood frame_ sheet 
steel, No. 831, $2.75 per doz.; No. 
1137, $4.50. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 


Fence Wire 





2-point cattle (special) 2.25 
Field Woven Wire Fence (per 100 


ds): 
WEEE icine acc voce evandaesede $39.80 
Rr oer 55.80 
[SOAR rrr are ree 27.70 
726- sear eyerd arb Wieravel «sd Bia Boh eens A 
CEE AS Ce pina aeeteb ¥aceks wees 35.80 
ESR ery pera re ere 49.20 
he and rabbit (No. 14 gage): 
MIG. £302 pew eneuarce cnenltaaee 36.50 
No. DE S555 060. 6ecntseenecenegess 44.00 
Ls | renee err 49.50 
Steel Fence Posts: 
Galvanized Painted 
Tubular Formed 
BOE elcncav tact ace GE ec ecae ees 
6 ft. .............55c. each 88c. each 
PE Ores 65c. each 40c. each 
7% SEES OR 45c. each 
Bright nails, base,per keg, $2.90. 
WOOD SCREWS.—An advance of 


per cent has just been announced. 





Reducing Mower a Dollar a Day Increased Wolff Hardware Sales 


WOLFF, of the Wolff Hardware & Paint Co. 
Avenue, Greenwich, 
found on Aug. 12 that several lawn mowers had not been 
sold and as the season was well advanced would prob- 
He was anxious to clear his 
floor of this stock and so adopted an unusual method. 

On Aug. 14 he placed a lawn mower in his window 
with an explanatory sign to the effect that the lawn 
mower’s list price was $19 but it would sell for $18 that 


e at 77 Greenwich 


ably not be sold this year. 


Conn., 


WINDOW GLASS.—Business is good, 
but runs somewhat under that at this 
time last year. 


is 


WIRE PRODUCTS. — Just a fair 
amount of activity in these products. 


per 100 lb. Annealed Galvanized 
No. 6 to 9 gage ...... $3.05 $3.50 
ETM eo ciececis daca oe 3.10 3.55 
RRs a hock dds ee- aide’ 3.15 3.60 
7p Se Eee 3.20 3.70 
WORN oo: biss0\ns'e Salers viata 3.30 3.85 
TO Sv cvccwsnsescene 3.40 4.05 
og Ae eee are 3.60 4.30 
po err 3.80 4.45 
Barbed Wire (per 80-rod spool): 
2 point cattle a o 
2-point hog ... 3.18 
4-point hog ..... : 3.43 
4-point cattle ... 3.17 


5 


day, and the price would be reduced one dollar each 
day until purchased. 

Needless to say this sale attracted a good deal of at- 
tention and many sales were made in the Wolff store 
that could be credited to the unusual display. When the 
mower was placed on sale one man offered to buy the 
mower on the 25th day for $7, while another offered to 
buy it on the 21st day for $11, while the last bid was 
$12 on the 20th day. 
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Cleveland Collections Reported as Fair 
—kmployment Situation Appears Improved 


CLEVELAND, Oct. 16.—Hardware jobbers are doing a fair volume 
of business, their sales being about the same in volume as during 
September, but slightly below that of the early part of October a 
year ago. Stove pipes and elbows, dampers and fire shovels and 
other seasonal fall merchandise are in good demand, but not many 
orders are being placed as yet for such winter goods as snow shovels 
and skates. Radio sets and tubes continue very active. 
ammunition continue to move well. Jobbers are getting quite a few 
orders for wire cloth, poultry netting and rope for spring delivery. 
As prices have not yet been named on these items, orders for spring 
shipment are being taken subject to price. 


ity in steel goods for spring. 


Very few price changes are reported. Mixed paints have been 
reduced 20 to 35 cents per gallon, and there has been a reduction on 


(Cleveland office of HARDWARE AGE) 


radio tubes amounting to about 25 cents each. 


Conditions in manufacturing industries in this territory continue 
good. While the automotive industry shows some seasonal slowing 
down in production, it is predicted that more motor cars will be 
made during the last quarter of this year than in similar periods for 


several years past. 


Collections are fair, showing very little change from recent weeks. 


AUTOMOBILE TIRES AND ACCES- 
SORIES.—tTires and tubes are moving 
in satisfactory volume, the demand be- 
ing about normal for this time of the 


year. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
We quote from jobbers’ stocks, 
f.o.b. Cleveland: Millers Falls, No. 
145 jacks, $3.75. Derf spark plugs, 
96c. each for all sizes in lots of less 
than 50; Champion X spark plugs, 
45c. each for less than 100, and 4lc. 
each for over 100; Champion regular, 
53c. each for less than 100, all sizes; 
50c. each for over 100. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Mansfield Balloon Tires and Tubes: 
Heavy Heavy 
Regular Duty Duty 


Tire Sizes 4 Ply 6 Ply Tubes 
27x4.40-19 $7.60 Se $1.55 
29x4.40-21 8.00 $9.75 1.65 
30x4.50-21 8.90 11.35 1.75 
28x4.75-19 9.65 ae 1.85 
29x4.75-20 10.05 1.90 
30x4.75-21 10.45 1.95 
29x5.00-19 10.40 1.95 
30x5.00-20 10.75 2.00 
31x5.00-21 11.20 2.05 
32x5.00-22 12.35 2.10 
28x5.25-18 11.70 2.05 
29x5.25-19 12.15 — 2.10 
30x5.25-20 12.50 14.60 2.25 
31x5.25-21 12.90 15.10 2.45 
29x5.50-19 13.30 15.50 2.60 
30x5.50-20 Sone 16.45 2.70 
30x6.00-18 iaie 16.60 2.50 
31x6.00-19 oe 17.10 2.55 
32x6.00-20 5 aa 17.40 2.65 
33x6.00-21 sere 18.00 2.85 
34x6.00-22 raat 18.75 2.90 
35x6.00-23 Se 19.55 3.00 
30x6.50-18 ba is 20.15 2.80 
31x6.50-19 roe 20.60 2.90 
32x6.50-20 ad 20.85 3.00 
33x6.50-21 ae 21.50 3.10 
30x6.75-18 Pies 21.35 3.15 
32x6.75-20 vee 22.50 3.50 
33x6.75-21 ee 23.30 3.55 
34x7.30-20 eras 31.95 3.96 





Guns and 


There is also some activ- 


Mansfield High Pressure Tires and 
Tubes: 
-——Cord Casings——,. Heavy 
Heavy Truck Duty 
Size Duty ———“—_ Tubes 
30x3 Dee asissudau¥s $1.30 
30x3% Cl. ee See 1.40 
30x3% 
eer ree 1.40 
ee a ee 1.40 
32x3% et | Si sees cuans 1.70 
31x4 Sen de aesaev ces 2.10 
32x4 de "wen debeoese 2.20 
33x4 aa ee 2.30 
34x4 eee. réaede ee¥ene 2.45 
32x4% 15.95 20.55 8 ply 2.60 
33x44 16.60 21.30, 8 ply 2.70 
34x4% 17.15 22.05 8& ply 2.80 
35x44 i. ye eer 3.00 
36x4% err erry rr ts 3.10 
30x5 oaue 26.20 8 ply 3.25 
33x5 21.70 28.95 S8ply 3.55 
} 345 en 1.15 8ply 3.65 
| 35x5 23.30 31.85 8 ply 3.80 
37x5 ase 28.05 7 ply 4.20 
32x6 32.40 8 ply 5.45 
|  32x6 42.45 10 ply 5.45 
| 36x6 46.60 10 ply 5.85 
| 34x7 60.15 10 ply 7.60 
| 38x7 65.35 10 ply 8.25 
| 36x8 ap 85.35 12 ply 10.20 
40x8 - 91.60 12 ply 11.05 


| 


few weeks ago. 


weight increase. 





| AXES.—While sales ar 
| demand shows more activity than a 


e not heavy, the 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B: CLEVELAND: 

First grade single bitted, rustless, 
black finished handled axes, 
base per doz.; unhandled, $15.50 per 
doz.; double bitted, handled, $24.50 
per doz.; double bitted, unhandled, 
$20 per doz.; 60c. increases for dozen 
lots weighing 42 to 48 Ib. and similar 
advance for each 6 


$19.50 


lb. additional 


BATTERIES. — Radio batteries con- 
tinue to move in very good volume. 
Prices are unchanged. 





| 





JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CLEVELAND: 
B & C Radio Batteries: 


Unit Broken 

Packages Lots 
i SE 5 5's S os be sea $1.14 $1.22 
Serres 1.3 1.40 
cS aera z 2.06 
ee 2.33 2.53 
SS eee 2.80 3.00 
a | Saas 2.9 3.20 


Dry Cell A_ batteries, No. 7111, 
35%c. in standard packages; 40c. in 
broken lots; Columbia igniter dry cell 
batteries, 32%4c. in standard pack- 
ages; 36c. in broken lots. 


BOLTS AND NUTS.—Jobbers report a 
continuation of the good demand that 
has existed for some time. A regular 
discount is being maintained. 

JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CLEVELAND: 

Jobbers quote f.o.b. Cleveland for 
less-than-case lots of one size with 
an extra 10 per cent for full case lots. 
Machine and carriage bolts, cut 
thread, hot pressed and cold punched 
nuts and lag screws at 60 per cent off 
list. Bolts with rolled thread 60 and 
10 per cent off list. Stove bolts 75 
and 10 per cent.off list. Semi-finished 
nuts in bulk, 60 per cent off list; 54 
per cent for packages. 

BUILDERS’ HARDWARE.—This is 
moving in satisfactory volume. While 
not a great deal of new building work 
is being started, there is a good demand 
for hardware for buildings nearing 
completion. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

In case lots, lock sets, $5.25 per 
doz.; heavy strap hinges, 6 in., $1.45 
per doz.; 8 in., $2.38 per doz.; extra 
heavy T hinges, 6 in., $1.73 per doz.: 

8 in., $2.80 per doz. 

Butts, case lots, 3 in., 17%c. per 
pair; 3% in., 18c. per pair; 4 in., 24c 
per pair; for less than case lots, all 
sizes are lc. to 2c. per pair higher; 
Butts with sand blasted finish are 4c. 
per pair higher. 

Ornamental hinges, standard finish, 
$1 per doz.; nickel finish, $1.25 per 
doz.; sand blasted finish, $1.20 per 
doz. 

CORRUGATED ROOFING.—This item 
is rather slow at present. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

28-gage corrugated roofind at $4.01 
for 1% in., and $3.97 for 2% in. per 
square, f.o.b. Pittsburgh, for ten 
Squares or more. 

GAME TRAPS.—With the approach of 
the trapping season the demand, which 
has not been showing much life, has 
picked up quite a little. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Victor traps, No. 0, $1.10 per doz.: 
No. 1, $1.38 per doz.; No. 1%, $2.44 
per doz.; Oneida jump, No. 0, $1.59 
per doz.; No. 1, $1.83 per doz.; No. 
1%, $2.81 per doz. 

GLASS BAKING WARE.—Retailers 
are buying fairly liberal quantities to 
fill in their stocks. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CLEVELAND: 

Casseroles.—Round, or oval, 1 at., 
1; 1% qt., $1.17; 2 qt., $1.33; squar+ 
1.17; casseroles with fancy covers, 


35c. ater, 
Pie Plates.—8 in., 50c.; 9 in., 60c.; 


10 in., 67c. 














Bread Pans.—No. 212, 60c.; No. 214, 
1. 
Utility Dishes.—No. 231, 67c.; No. 
2, 17. 
Teapots. - cups, $1.67; 4 cups, $2; 
6 cups, $2.3 
LANTERNS,-The seasonal demand | 


for lanterns is holding up well. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CLEVELAND: 

Victor, hot blast lanterns, $8.50 per 
doz.; Blizzard, $13. 25 per doz.; D-Lite, 
$13.25 per doz. ; ; large fount, D-Lite, 
$14.50 per doz.; Little Wizard, $9 per 
doz.; same with red or green gold, 
$11 per doz. 


LAWN HOSE.—While hose is not ac- 
tive, quite a few orders are being taken 
for spring shipment. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CLEVELAND: 

2-braid, molded uncoupled hose, % 
in., 6%c. per ft.; % in., 74c. per ft.; 

% in., 8%c. per ft.; coupled hose is 
we, per ft. higher. 
LAWN ROLLERS.—Retailers are not 
as yet showing interest in these for 
spring. 

JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CLEVELAND: 

No. 4 lawn rollers, 18 x 24 in., plain 
bearings, $10 each; No. 5, 18 x 04 in., 
with ball bearings, $12.75 "each; No. 7, 

24 age in., with ball bearings, $14.50 
each. 


NAILS AND WIRE.—The demand 
only fair. Prices are firm. 


JOBBERS’ gag had beta TO RE. 
TAILERS, F.O.B. CLEVELAND: 

Nails, factory shipment, car lots, 
$2.65 per keg; less-than-car lots, 
$2.80 per keg; stock shipment, $2.75 
per keg; No. 9 galvanized wire, $3.30 
per 100 lb.; No. 9 annealed wire, $2.85 
per 100 1lb.; polished fence staples, 
$3.30 per 100 1b.; galvanized fence 
staples, $3.55 per 100 Ib. 

Barbed Wire.—Barbed wire, stock 
shipment, Lyman, 4 point, $3.08 per 
80-rod spool. Hog wire, $3.33 per 80- 
rod spool. 


OIL AND GASOLINE STOVES AND 
OIL HEATERS.—Jobbers are getting 
a fair amount of business in gas stoves. 
Oil heaters are not very active. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CLEVELAND: 

Perfection oil stoves, white porce- 
lain with built-in ovens, No. 339 
with 5 superfex burners, $140; No. 
279, $120; stoves, No. 74, 4-burner, 
$29.50; No. 73, $23. 75; No. 72, $18. 

Puritan oil range, white porcelain, 


me 


s 


with built-in oven, No. 249, $122; 
stoves, No. 44, 4-burner, $29.50; No. 
43, 38-burner, $23.25; No. 42, $18 


Puritan pressure gas white porcelain 
range, with built-in oven, No. 759, 


How Is Business? 


If it’s bad you can just as easily say, 
or “Not quite as good as it has been,” 


I 


whom you are just casually acquainted with, asks ter” 
you, “How’s business?” what is your invariable would be telling the truth. 
reply ? 


Let’s assume your business isn’t very good. 
do you think you accomplish by telling every Tom, Dick 
and Harry that asks you that it isn’t good? 


only ascribe one motive—self pity . 


stroved more men than all the bullets ever fired in all 
the wars since the invention of gunpowder. 

Suppose you kept calling on a certain tradesman and 
every time you asked him about his business he told you 
it was bad wouldn’t you begin, and real soon, to wonder 
Wouldn’t you begin to think that it may be his 
service, his prices or something that was at fault? Surely 
you would know that business couldn’t be bad always. 
SAME APPLIES TO YOU. 


why ? 


THE 


| 


| 
| 








F a car owner, whom you have never seen before, or 


$128; stoves, No. 714, 4-burner, $38; 
No. 713, $33; No. 703, 3-burner, $26.50. 
Ovens, Perfection, No. 211, 1-burner, 
plain door, $2.50; No. 211G, glass door, 
$2.70; No. 122G, 2-burner, glass swing- 
ing door, $6.20. Puritan, No. 42G, 
2-burner, glass drop door, $5.50; No. 
42, 2-burner, steel drop door, $5.25 
Oil heaters, Perfection, portable 
kerosene- burning room heaters, No. 
1686, green porcelain, Pyrex glove, 
$16.50; No. 1526, black japan, Pyrex 
glove, $9.75; No. 1530, black drums, 
nickeled trimmings, $9.25; No. 525, 
black drums and trimmings, $7.25. 
Dealers’ discount on net purchases 
of above items of less than $100, 30 
per cent; on over $100, 33% per cent. 
_— type gas pressure heaters, 


PAINTERS’ SUPPLIES. — Outside 
mixed paints have been reduced from 
20 to 35 cents per gallon, the reductions 
by manufacturers and on grades not 
being uniform. There has also been a 
reduction on wall finishes. The new 
prices are being quoted for immediate 
shipments or for delivery until Jan. 1. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Mixed paints, first quality, $2.60 per 
gal. for colors and $2.75 to $2.80 for 
white. 
kag rng in bbls., 6914c. per gal.; 
less than 84\c. per gal. 
Linseed OF ‘in bbls., 92%4c.. per gal.; 
less than bbl., $1. 07 Yc. per gal. 
White lead’ in 100-Ib. kegs, 13\c. 
per lb.; in 50 and 25-Ib. kegs, 13%c. 
per lb.; in 121%4-lb. kegs, 14\4c. per 
Ib. Quantity discounts, 500 Ib. to 1 
ton, 10 per cent. One ton or more, 
10 per cent and 4 per cent. 
Enameling lacquers, $1.20 to @1.65 
per qt. 
PREPARED ROOFING.—This 
light demand at present. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CLEVELAND: 

Popular grades: Light, $1.13 per 
roll; medium, $1.35 per roll; heavy, 
$1.50 per roll; slate surface roofing, 
$2.50 per roll. 


RADIATOR AND REGISTER 
SHIELDS.—The demand for these is 
moderate and is expected to improve 
later. 


JOBBERS’ QUOTATIONS PA RE- 
TAILERS, F.0.B. CLEVELA 
Radiator shields, = rst I 
No. 1, i: No. l-a, $4.50; No. 2, $4.50; 
No. 3; $5: No. 4, $5; No: 5, $5.50; No. 
. $6; No. 6b, $6; No. 7, $6.50; No. 8, 
$7. These prices are list per each 
and subject to dealers’ discount of 30 
per cent. These models with water 
humidifiers are $1 extra each, list. 
Register shields, Gem No. 1, floor 
type, $12; No. 10 floor type, $10; No. 


is in 
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2. wall type, $6, and No. 20, wall type, 
$5.20. —s are net to dealers per 
dozen. No. and No. 2 are oxidized 
copper. No. 40 and No. 20 are black 
enameled. 


| RADIO EQUIPMENT.—Receiving sets, 


| tubes and other accessories continue in 


| good demand. 





Prices to the dealers 
have been reduced by increasing the 
discount on the list prices from 30 to 35 
per cent. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Tubes, CX No. 112A, $2.75; CX No. 
326, $2. 25; CX No. 327, $4; Cx No. 380, 
$4 4.25 No. 371A, $2.75. 

Phileco 6-180-volt, AB-686, 
power units, $33; 'AB-386, $39; AB- 
382, $45; 6-150-volt, AB-663 and AB- 

AB-623, $33; 4-volt, AB-463, 

$27: $30; 6-volt, A _ socket 
power units, A-603, $16.50; B socket 
units, B-86, $21; B-603, $16.50; Philco 
trickle charger, TC-60, $6. 


ROPE.—The demand is fairly good. 
Some business is being taken for spring 
shipment subject to prices to be named. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Best grade manila rope at 20%c. 
per lb. for factory shipment and 2lc. 
per lb. for stock shipment; sisal rope, 
16c. per lb. for factory shipment and 
16%c. for shipment from stock. 


SHEETS.—With the recent advance in 
mill prices galvanized sheets have been 
marked up $2 a ton. The demand is 
good. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
24-gage galvanized sheets at $4.40 
per 100 Ib. 


WEATHERSTRIPPING.—Sales of this 
line continue heavy. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Home Comfort weatherstripping in 
cartons and in 500-ft. reels with reel, 
3c. per ft.; Airseal, 500-ft. spools, 
2c. per ft. 

Copper weatherstripping, Tac-Ezy, 
36 in. window sets, 90c. each; 42 in., 
$1 each; 3 ft. x 7 ft. door sets, $1.25 
each; coil strip, 1 in., $3.85 per 100 
ft.; 1% in., $4 per 100 ft. 


5; C3 


socket 


| WINDOW VENTILATORS. — Orders 
| are being placed in very good volume 


for early shipment. 


JOBBERS’ a Sag a a TO RE.- 
TAILERS, F.O.B. CLEVELAND: 

Diamond E adjustable 
8 x 33 in., per doz.; 
$4.80 per doz.; 11 x 33 in., 
doz.; 11 x 39 in., $5.60 per doz; 
47, $6.40 per doz. 


ventilators, 
x 39 in., 
$5.20 per 
i: = 


“T’ve seen it bet- 
and you 


There isn’t any need, and 


most assuredly it doesn’t benefit you to condemn your 


What 


We can 
. which has de- 


news travels fast. 


own business, which you are doing every time you say 
your business is bad. 

Not only are you harming yourself but you are affect- 
ing general conditions in your immediate vicinity. 


Bad 
Doesn’t it stand to reason that some- 


one contemplating a nice purchase may hesitate doing 
so because of your statement creating the belief in his 
mind that it may be best to put off buying until later? 
And doesn’t it stand to reason that one man telling an- 
other and another another, may cause a cessation that 
would not be justified by any other cause of condition? 


—Corduroy Business Builder. 





i 
: 
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Twin Cities Jobbers Are Encouraged 
by Favorable Agricultural Situation 


(Minneapolis office of HARDWARB AGE) 


MINNEAPOLIS, MINN., Oct. 16.—A review of general conditions in 
the territory tributary to the Twin Cities, made by one of the large 
banks, is interesting to merchants as well as farmers, in that, while 
the main subject is the crops for the year, the general conclusion 
is that the farmer is much better financially this year than for sev- 
eral years in the past. This is determined by the comparatively re- 


stricted movement of grain to the market. 


Not that the railroads 


have not been busy, for one road reports the greatest tonnage in its 
history. But the fact remains that many more farmers than usual 
are holding their crops for better prices. 

Potato crop, in the Red River Valley and elsewhere, is at a very 


low figure. 


The yield is abundant, but the price hardly pays for 


harvesting. Only those who have facilities for storing will benefit 


by the heavy crop. 


Other items in the fundamental source of wealth of the country 
are favorable to the farmer, and what brings good times there 
means eventually good times in these cities. 

Prices are particularly steady, the only change being on solder. 

In sporting circles, the opening of the pheasant season in this 


and neighboring States is awaited with enthusiasm. 


Duck shoot- 


ing is very good this year, and hunters’ supplies are selling well. 





AXES.—Demand is fair, with stocks 
ready for fall sales. Prices are un- 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Single bit base weights unhandled 
axes, $16.50; double bit, $21.50; 
single bit, unhandled, $15; double bit, 
$20; handled, single bit, $19.25; double 
bit, handled, $24.25 doz., net. 


AUTOMOBILE TIRES.—Sales are still 
fairly good, with ample stocks on hand. 
Prices are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Mansfield tires, Liberty cord, 30 x 
3%, $6.10; heavy duty oversize, &. - 

balloon tires, 27 x 4.40, $8.70: 
440. $9.15; 30 x 5, $13; 32 x 6, 4. 
duty, $21.10; 32 x 6.20, heavy duty, 
$24.85 each, less 5 per ee? Mans- 
field tubes, tan, 30 x 3, single lots, 
$1.50; case lots (12), $1.40; 32 x 4, 
single, $2.50; case (12), $2.40; 34 x 4%, 
single, $3.10; case (2), 2 gray tubes, 
balloon types, 27 x 4.40, $1.80; case 
(12), $1.70; 29 x 4.40, ‘aan $1.85; 
case (12), $1 .75; 30 x 5, single, $2.25: 
case (12), $2.15; 32 x 6, single, $3.10; 
case (12), $3; 32 x 6.20, single, $3.50; 
case (12), $3.40 each, less 10 per cent. 


BALE TIES.—Demand is_ growing, 


with prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Single loop bale ties, 9% x 14, $1.64; 
9% x 15, $1.46; 9% x 14, $1.68 per 
bundle, net. 
BUILDERS’ HARDWARE.—Deliveries 
are still showing a steady demand as 
the fall building program progresses. 
Prices are steady. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

3% x 3% steel butts, old copper and 
dull brass finish, 19c. pair in less 
than case lots, 18c. pair in case lots; 





4 x 4 steel butts, old copper and dull 
brass finish, 26c. pair in less_ than 
case lots, 25c. ir in case lots; broad 
bevel steel inside sets, old copper or 
dull brass finish, one piece knobs. 
less than case lots, $7 doz. sets, case 
lot’, $6.75 doz. sets; steel bit-keyed 
front door sets, $1.85 per set; cylinder 
brass outside trim, bit-keyed front 
door sets, per set, $1.85: cylinder 
front door sets, $6.50 per set. 

Light plain strap hinges, 3 in., 56c. 
doz. pair; 4 in., 75c, doz. pair; heavy 
plain strap hinges, 4 in., 938c. doz. 
pair; 5 in., $1.22 doz. pair; 6 in., $1.56 
doz. pair; light plain tee hinges, 3 
in., 62c. doz. pair; 4 in., 78c. doz. 
air; heavy plain tee hinges, 4 in., 
S106 doz. pair; 5 in., $1.20 doz. pair: 
6 in., $1.40 doz. pair; 8 in., $1.95 doz. 
pair; extra heavy plain tee hinges, 4 
in., $1.28 doz. pair; 5 in., $1.58 doz. 
pair; 6 in., $1.89 doz. pair; 8 in., $2.83 
doz. pair; 10 in., $4.53 doz. pair net. 


COAL HODS.—Call for this line is in- 
creasing with the approach of cooler 
weather. Prices are unchanged. 
JOBBERS’ SUOTA TIONS TO RE.- 
TAILERS, F.O TWIN CITIES: 
Japanned fo sen coal hods, 17 in., 
7 de 18 in., $3.85; japanned funnel, 
in., $4.30; 18 in., $4.90; galvanized 
i ttng 17 in., $4.65; 18 in., $5.40; gal- 
vanized funnel, 17 in., $6; 18 in., $6.80 
doz., net. 


EAVES TROUGH, CONDUCTOR 
PIPE AND ELBOWS.—Sales are fair- 
ly good, with prices firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Eaves trough, 28 ga., 5 in., S.B. 
slip joint, in crates, $5. 25 per 100 st 
6 in 40; conductor pipe, 28 ga., 3 
in., ‘in crates, not nested, $5.10 per 
100 ft.; 4 in., 15; 3 in., galvanized 
corrugated conductor elbows, $1.73 
doz.; 4 in., $2.88 per doz. net. 
FIELD FENCE.—Demand is good, and 
shows signs of improvement as fall 
work progresses. Prices have not 


changed. 





JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 

Field fence, 9 ga. top and bottom, 
11 ga. intermediate, 26 in. high, 
ae 69; 32 in., $46.12; 39 in., $52.93; 
47 in., $59.74. 

Ten gage top —~ bottom, 15 ga. in- 
termediate, .04; 32 _in., 
$34.54; 39 in., $39. 43: 47 in., $44.30. 


FILES.—Call for files is steady, with 
good volume. Carpenter saw files are 
still selling well, and shops and garages 
are buying steadily. Prices have not 
changed. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 


Nicholson files at 50 per cent, and 
Riverside files, 60 per cent from lists. 


GALVANIZED WARE.—Demand is 
fairly good, with stocks well filled. 
Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 

Standard 10 at. a pails at 
$2.55; 12 qt., $2.70; 14 qt., $3; 16 at., 
stock patie, $4. 70; 18 +e "ys. 50; stand- 
oe tS ee tubs, No. 1, $7; No. 

$7.90; No. 3, $9.20; heavy a. 
oh dubs, No. 1, $12.85; No. 2, $14.0 
No. 3, $15.25 doz. net. 


GLASS AND PUTTY.—Demand_ is 
good, with stocks being kept well as- 
sorted. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

Single and double strength glass, 
Minnesota prices, 85 per cent from 
lists; strictly pure putty, in 50 Ib. 
steel drums, $4.85 cwt., net. 


ICE CREAM FREEZERS.—Call for 
this line is showing signs of slackness. 
Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
bey Fe oe freezers, 2 at., 
$235; 3 » % oy 4 a $4.14; 6 at., 
6. =e net. Arctic 
freeners, ‘ar Fe.5 3 at., $2.78; 4 
qt., $3. oi’, bane 8 qt., $5.55; 10 
qt., $7. Cc: Acme, 2 at., galvanized, 
ibe.; 4 at., enameled, 1/65 each, net. 


NAILS.—Deliveries are still good, al- 
though building is beginning to wane, 
as far as small home building is con- 
cerned, for the year. Prices are un- 
changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Standard wire nails and cement 


coated wire nails in 100 lb. kegs at 
$3.10 per keg, base. 


OIL STOVES AND HEATERS.—Sales 
are good in this line, particularly on 
the heater line. Stocks are well filled 
and prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


me a Nesco oil stoves, $80 each: 
No. ‘$22 onan: No. 213 with No. 
1103 rim $28.5: 0 each, less 30-5 per 
cent. Perfection oil ranges, white 
porcelain with built-in ovens, No. 
339-5 Superfex burners, $140; No. 
279, $120. Stoves No. 74, 4 burners. 
$29.50; No. 73, $23.25; No. 72, $18. 
Puritan oil ranges, white pacorie®. 
with built-in oven, No. 249, $122: 
stoves No. 44, 4 burners, $29.50; No. 
43, 3 burners, $23.50; No. 42, $18. 
Puritan pressure-gas (gasoline) white 


a w= ra wee 
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reelain range with built-in oven, 
No. 759, $128; stoves No, 714, 4 burn- 
ers, $38; No. 718, $33; No. 708, 3 burn- 
ers, $26.50, list. 

Perfection ovens, No. 211, 1 burner, 
plain door, $2.50; No. 211G, glass door, 
$2.70; No. 122G, 2 burner, glass swing 
door, $6.20. Puritan No. 42-G, 2 
burner, glass drop door, $5.50; No. 42, 
2 burner, steel drop door, $5.25, list. 


Perfection and Puritan oil stove 
wicks, $3.75 doz.; $45 gross, list. 
Perfection oil heaters, No. 1686, 


green porcelain, Pyrex globe, $16.50; 
No. 1526, black japan, Pyrex globe, 
$9.75; No. 1530, black japanned, nick- 
eled trimming, $9.25; No. 525, black 
drum and trimmings, $7.25; list with 
discounts as follows: Dealers’ dis- 
counts on net purchases of less than 
$100, 30 per cent; on all net pur- 
chases including and following $100 
qualifying order, 334, per cent; on all 
purchases amounting to $250 or more 
during the calendar year. annual 
bonuses will be paid according to 
the volume of business. 


PYREX OVENWARE.—Sales are fair- 


ly good, with stocks well filled. Prices 
have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

No. 623 casseroles, $1.17; No. 624 
casseroles, $1.33; No. 634 casseroles, 
$1.38; No. 212 bread pans, 60c.; No. 
200 pie plates, 67c.; No. 209 pie plates, 
60c.; No. 231 utility dishes, 67c.; No. 
12 teapots, $1.67; No. 26 teapots, 
$2.33 and No. 953 percolator tops, 7c. 
each net. 


REGISTERS.—Demand is steady, with 
prices firm. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

Castiron registers, 20 per cent, and 
wrought steel registers, 40 per cent 
from lists. 


REGISTER AND RADIATOR 
SHIELDS.—Call for this line has just 
begun for the year. Stocks are ready, 
with prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Register shields, Gem, No. 1, floor 
type, $12; No. 10 floor type, $10; No. 
2, wall type, $6 and No. 20, wall type, 
$5.20. Prices are net to dealers per 
dozen. No. 1 and No. 2 are oxidized 
copper. No. 10 and No, 20 are black 
enameled. 

Radiator shields, Gem adjustable, 
No. 1, $4; No. 1-a, $4.50; No. 2, $4.50; 
No. 3, $5; No. 4, $5; No. 5, $5.50; No. 
6, $6; No. 6b, $6; No. 7, $6.50; 
$7. These prices are list per each 
and subject to dealers’ discount of 30 
per cent. These models with water 
humidifiers are $1 extra each, list. 


ROPE.—Sales are fairly good, with 
stocks well filled. Prices have not 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Best grade, manila rope, 7-16 in. 
and larger, 22c., and smaller than 
7-16 in., 28¢c.; best grade sisal rope, 
17c. Ib., base. 


SANDPAPER.—Demand still continues 
good, with stocks well assorted. Prices 
are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Best grade sandpaper, No. 1, 80c. 
per box of 75 sheets; second grade, 
No. 1, 67c. per box of 75 sheets; gar- 
net No. 1, $16.75 per ream, net. 


SANITARY PRODUCTS.—Demand for 
this line is good, with stocks in good 
condition. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 
_Presto Products.—Oil soap, 16 oz. 
Size, $2.60 per doz.; bowl cleaner, 22 
02. size, $1.85 per doz.; pipe opener, 
16 oz, size, $2 per doz.; tile and por- 
celain cleaner, 16 oz. size, $1.20 per 
doz.; Met-L-Shyn, 8 oz. size, $3.60 
per doz.; Silvershyn, 4% oz. size, $1.80 
per doz.; Waterless cleaner, 2 pt. 
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size, $5.40 per doz.; same, 5 pt. size, 
$9 per doz.; Window cleaner, 6 oz. 
size, $3.60 per doz.; same, 12 oz. size, 
$5.40 per doz.; Presto Lustre, 6 oz. 


size, $2.60 per doz.; 12 oz. size, $4.32 
per z.; 16 oz. size, $5.40 per doz., 
—_ ry Cleaner, 8 oz. size, $3.60 per 
oz. 


Desolvo special pipe cleaner, 10 oz. 
size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2.15 per doz., 
and in gross lots, $2 per doz. Desolvo. 
triple strength, 16 oz. size, case of 2 
doz. cans, $4 per doz.; half gross lots, 
$3.75 per doz.; in gross lots, $3.50 per 
doz. Desolvo, triple strength, in 2 lb. 
can, case of 1 doz. cans, $7 per doz., 
and gross lots, $6.50 per doz. 

Kloset Klean.—22 oz. size, less than 


case lots, $2.25 per doz.; case of 2 
doz. cans, $2.15 per doz.; gross lots, 
$2 per doz. 

Tubola, 12 oz. cans, less than case 
lots, $2.25 per doz.; case of 2 doz. 
cans, $2.15 per doz.; gross lots, $2 
per doz, 

Chaco boiler liquid, single quarts, 


$2.50; half doz. quantity, $2 per at., 
and doz. quantity, $1.75 per at. 
Hercules tile and porcelain cleaner, 
$2 doz. less than gross lots, and $1.90 
doz. in gross lots; Hercules Radiator 
Stop Leak, 8 oz. cans, 1, 2 and 3 doz. 
cans to the carton, $3.50 doz.; Her- 
cules boiler compound, qt. cans, $1.50 


each. 
cconomy Plumber drain pipe 
cleaner, 1 lb. cans, $2 per doz.; 2 Ib. 


cans, $3.90. The 1 lb. size is packed 
in 1, 2 and 3 doz. to the carton and 
the 2 lb. size is packed 1 and 2 doz. 
to the carton. 


SASH CORD AND WEIGHTS.—Call is 


still fair, with prices firm. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. TWIN CITIES: 

Best grade sash cord, No. 8 (base), 
65c.; second grade, 38c.; third grade, 
nay cast iron sash weights, $2 cwt. 
net, 


| 


SCREWS.—Demand is good and prices | 


steady. Stocks are well assorted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Flat head, bright wood screws, 50 
per cent; flat head japanned, 37% per 
cent; round head blued, 45 per cent: 
round head iron nicked plated, 25 per 
cent; flat head brass, 45 per cent: 
tage head brass, 40 per cent from 
ists. 


SOLDER.—Demand shows a good vol- 


ume, with prices slightly higher. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Strictly half and half solder at 33c., 
and warranted half and half solder 
at 34c. a lb., in 100 Ib. boxes, net. 


STEEL SHEETS.—Call for this line is 
Prices have 


steady, with fair volume. 
not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Galvanized steel sheets at $4.75 
cwt., base (24 ga.), and black steel 
sheets at $3.90-cwt., base (24 ga.); 
Armco galvanized iron, 24 ga., $6.65 
cwt., net. 


STOVE PIPE, ELBOWS AND DAM- 
PERS.—Sales are showing a steady in- 
crease in these items and stocks are 


well filled. Prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Stove pipe, uniform blued, 28 ga., 
6 in., knocked down, $11.80 per hun- 
dred; common iron, corrugated 6 in.. 
elbows, $1.27; adjustable charcoal 
iron, 6 in., elbows, $2 doz.; cast iron 
wood handle dampers, 6-in., $1.25: 
coil handle, $1.15 doz., net. 


STOVE BOARDS.—Sales are good, 


with prices unchanged. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 
Crystallized stove boards, 28 x 28. 
$16; 30 x 30, $18.60, and 36 x 36, 
$25.95 doz. net. 


STOVE SHOVELS.—Call for shovels is 
fair, with heavier sales in prospect. 
Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 


Stove shovels, japanned. 14% in., 
50c.; Jumbo, japanned, 21% in., $1.35; 
Jumbo, Jr., japanned, 75c. doz. net 

TIN.—Demand is good and prices are 
firm. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 


Furnace coke tin, ICL, 20 x 28, 
$14.50 box, and roofing tin, IC, 20 x 
28, 8 Ib. coating, $15.50 box, net. 


WEATHER STRIP.—Call is increasing, 
with stocks being kept well filled. 
Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 


Weather strip, wood and felt, 5 


in., $2.10; % in., $3; in., $4.20; 
Wirf’s, full reels, $3.50; Bosley, full 
reels, $3.75 per 100 ft., net 


WIRE.—Fence wire is selling well, with 
stocks ample for the call. There is also 
a fair demand for smooth wire for con- 
struction work. Prices have not 


changed. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 

Galvanized cattle barbed wire, $3.05 
per 80-rod spool; galvanized hog 
barbed wire, $3.26 per 80-rod spool; 
painted cattle barbed wire, $2.97 per 


80-rod spool; painted hog barbed 
wire, $3.18 per S80-rod spool; No. 9 
(base), smooth galvanized wire, $3.55 
ewt.; No. 9 (base), smooth black 
wire, $3.10 cwt. 
WHEELBARROWS.—Sales are still 


fair, with ample stocks. Prices have 


| not changed. 





JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 

Queen B, barrel type tray, fully 
bolted wheelbarrows, $42.50, and Me- 
teor, fully bolted, barrel type tray, 
$34.50 doz. net; No. 2T tubular bar- 
rows, $7.33; No. 16, Gopher garden 
$4; No. 10, American garden, $6.25 
each net. 


WINDOW VENTILATORS.—Sales are 
good, with even better call anticipated. 
Prices are firm as quoted. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 


Continental, metal frame, No. 833, 
$4.50; No. 837, $4.75; No. 845, $5.20: 
No. 1137 $5.50; No. 1145, $6.30; No. 
1437, $7.30; No. 1445, $8.10. Prices are 
per doz. net. 

Continental wood frame ventilators, 
No. V836, $3.60; No. V923, $4.05; No. 
V937, $4.50; No. V949, $6.10; No. V959, 
$6.75; No. V1537, $5.85; No. 1549, 
$7.80. Prices are per dozen net. 


Diamond FE, metal, frame, No. 01, 
$4.40; 02, $4.80: No. 03, $5.60: No. 
1, $5.20; No. 2, $5.60; No. 3, $6.40; 
No. 4, $7.60; No. 5, $8.40. Prices are 
per dozen net. 


WRENCHES.—Call for wrenches 
fair, with stocks ample. Prices have 
not changed. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 
Agricultural wrenches, 60-10 per 
cent; key model wrenches, 45 per 
cent; engineers’ wrenches, 50-50 per 
cent and Trimo pipe wrenches, 65 
per cent from list. Bemis & Call 
long sleeve nut, 10 in., $1.70; 12 in.. 
$2.60; 15 in., $2.75 each net. 
Snap-on Wrenches. — Radio and 
electrical sets in metal cases, $2.75; 
No. 101, Master Service Set, $13.75: 
No. 202, Heavy Duty Set, $3.80; No. 
404, Flexible Socket Set. $8: No. 608, 
Crankcase Drain Plug Sockets, $3.20: 
No. 90, Square Socket Set, $3.70; No. 
1817, Giant ‘‘Snap-on" with extra 
heavy duty ratchet, $27.35 list. less 
3314 per cent discount. 
Crescent, 6 in., $5.64; 8 
and 10 in., $8.64 doz. net. 
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Current Wholesale Business Shows Increase 
with Missouri River Crossing Jobbers 


KANSAS CITY, Oct. 16.—Business continues to roll into the whole- 
sale hardware houses along the Missouri River at better than a sat- 


isfactory rate. 


The volume is comfortably ahead of that for this 


time last year, leaving no doubt in the minds of the jobbers that 
their trade for 1928 will surpass the business done in 1927 which, 
until this year’s volume developed, was the high year since 1920. 
September made a good showing; October will outdo the previous 


month by an easy margin. 
well as to city trade. 


This statement applies to country as 


Stoves and cabinet heaters are lively. Volume on the latter is 
particularly gratifying, although on one line of heating stoves, at 
least, orders have been so plentiful that the jobber handling it has 
almost been obliged to stop accepting them. 

Country business, in general, is about 10 per cent ahead of that 
done in the fall of 1927. Conditions in the agricultural districts 


are far healthier than they have been for eight years. 


Barring a 


few sectional exceptions and the low price of wheat, the present 
farm situation and outlook for the future could hardly be better. 
The territory as a whole is bulging with the substance of prosperity. 





Throughout the corn-growing sections 
the heavy crop is already registering 
in terms of money to spend. Because 
of the big yield the movement of mer- 
chandise has begun to accelerate. Im- 
provement is in the air and corn belt 
merchants expect the farme:x to have a 
steady cash income from his corn that 
will continue through next April. Corn 
and cotton in Oklahoma are well in line 
with the cash crops elsewhere in the ter- 
ritory. That State is jubilant over its 
prospects. Conditions in the oil fields 
are also improving. 

Radio is one of the “leading ladies” 
on the hardware stage. The present 
season promises to be the best on rec- 
ord. Electric sets especially are in keen 
demand. The political campaign, the 
world series and the generally improved 
air programs at nearly all broadcast- 
ing stations have done much to stimu- 
late radio buying. Dealers, because 
they have less radio service grief than 
ever, are enthusiastic over the line and 
pushing it with every evidence of good 
mercantile practice. 

Sporting goods are moving freely. 
Quality has the call. Guns, ammuni- 
tion, golf equipment and other sea- 
sonal merchandise stand high in the 
order of demand. Retail stocks are well 
assorted in all hardware lines, but there 
is little surplus stock in the stores. 
Current orders are steady and plentiful. 

Futures. are somewhat backward. 
Collection money is coming in freely. 
Credits are healthy. Christmas buying 
has not registered heavily as yet, al- 
though it promises to be a lively sea- 
son. There is a bit more of activity in 
builders’ hardware. 


ALCOHOL.—Business is good, although 





Indian summer weather tends to retard 
the rush. Prices are stiff. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, ence MISSOURI RIVER 
CROSSINGS 

Denatured alcohol, 188 proof, 
formula 5, in 55-gal. drums, 6lc. per 
gal.; in lots of 5 to 9 drums, 59c. 
per gal.; 10 to 19;drums, 57c, per 
gal.; in lots of 20 or more drums. 56c. 
per gal.; $6 charge for drums, sub- 
ject to credit on return. 


AXES.—Trade is somewhat better, 
though not heavy. Prices steady. 


JOB ig QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

First quality, —— bitted, unhan- 
dled axes, 3 to 4 $14.50 base; 
handled, $18.75 to 3207 50 base. 


BALE TIES.—Fair demand continues. 
The hay season has been good. No 
price changes. 


JOBBERS’ QUOTATIONS TO RE- 

pe F.O.B. MISSOURI RIVER 
CROSSINGS: 

Fourteen ‘gage; 8% ft., $1.39; ? > 
$1.46; 15 gage, 7% ft., $1.08: 
$1.14; a Se, D. 2t.,. Sl. 28° 945 
ft., $1.34; 15% gage, 8 ft., $1; 81, ft., 
$1.06; 9 ft., $1.12; 16° Rage, 7% ft., 
88c.; 8 ft., 92c.; 8% ft., 


BUILDERS’ HARDWARE.—Demand 
is better than formerly, with some ten- 
dency to show an increase. Prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Case lots of 2% x 2% steel butts, 
old copper and dull brass _ finish. 
$19.25 a hundred pair; 3% x 3%, $20 
a hundred pair; 4 x 4, $27 a hundred 
pair; heavy steel bevel inside sets. 
case lots, $5.50 per doz.; steel bit- 
keyed front door sets, $18 per doz. 
set; wrought bronze metal, $2.25 per 
set; cylinder front door sets, wrought 
bronze metal, $6.50 per set. 


CARRIAGE AND MACHINE BOLTS. 
—Volume remains steady and prices 
uppish. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 


Small carriage, rolled thread, 50-10- 
10-5 off list; small carriage cut 





thread, 50-10-5 off list; large carriage 
cut thread, 50-10-5 off list; small ma- 
chine rolled thread, 50-10-10-5 oft 
list; small machine cut, hve * 5 off. 
From list as of April 1 


CHAIN.—Business for ihe ‘fall season 
is good. No price changes. 

JOBBERS’ QUOTATIONS TO R 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS 

Proof coil chain, % in., $9 per cwt.; 
No. 2-0 Tenso, 250 ft. reel lots, $6 
per reel. 

COPPER RIVETS AND BURRS— 
Trade is slackening in tune with the 
season. Prices steady. 

JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0.B. MISSOURI RIVER 
CROSSINGS: 

40-10 per cent off list. 

EAVES TROUGH AND CONDUCTOR 
PIPE.—Demand is fairly good, with 
some swing toward an increase. Prices 
unchanged. 

7JOBBERS. QUOTATIONS TO R 

AILERS, F. 0.B. MISSOURI RIVER 
GROSS — 

28 a 5 in. lap joint eaves 
trough, $4. 15 per “100 ft.; 28 gage, 3 
in. conductor pipe, $5 per 100 ft. 

FIELD FENCING.—Movement is ta- 
pering off. Prices somewhat unsteady. 


JOBBERS’ QUOTATIONS TO RE 
ae ene F.O.B. MISSOURI RIVER 
CROSSINGS 

$22.50 for 26- in. fence to $38.50 for 
9 top and bottom, 11 intermediate 
and 12 stay wire. 


FILES.—No special call for this line. 
Prices remain firm. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Nicholson, 50 per cent off list; job- 
arr brands in full packages, 60-10 
Oo st. 


GALVANIZED WARE.—Although de- 
mand tends to fall off, it is holding up 
remarkably well. No price changes. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. MISSOURI RIVER 
CROSSINGS: 

Galvanized tubs, standard, No. 0, 
‘. <" per as: No. 1, $6. se per doz.; 

2, $7.2 0 per doz.; No. 3, $8.45 per 

a: common ae Lz. 8 at., 

$2.10 per doz.; 5 per doz. 
GRAIN SCOOPS Big var’ crop stim- 
ulates continued demand. Prices firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Light weight, full polish, <<" -D 
handle, No. 6, $12 per doz.; No. 8, $13; 
No. 10, $14; No. 12, $15; No. 1a $16. 


HAMMERS.—Renewed demand is reg- 
istering to some degree. No price 
changes. 

JOBBERS’ QUOTATIONS TO R 

TAILERS, F.0.B, MISSOURI RIVER 
CROSSINGS 

First grade, 711% nail hammers, 
$12.60 per doz.; jobbers’ brands, 
$10.80 to $11.40; competitive forged 
nail hammers, $4 to $6 per doz.; cast 
steel hammers, $3.60 per doz. 

HARNESS.—Though volume is on the 
downward slope, in line with the sea- 
son, it is still an item to be considered. 
Prices very firm. 

JOBBERS’ QUOTATIONS TO R 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

1 quality, 1% in. 


Regular No. 
traces, $70 per set: No. 2 quality, 1% 








ao =; 


La = A 


Sr 5s @ EOonR © 














HARDWARE AGE for OCTOBER 18, 


1928 = 53 





in. races: $58 per set; No. 3 quality, 
$53 per set. 
HARNESS HARDWARE. — No price 


changes out or in prospect. Volume is 


lessening. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

1 in. japanned buckles, $2 per gross; 
No. 200 XC snaps, 1 in., .60 per 

oss; roller snaps, No. 85, $2.65 to 

3 per doz.; No. 474% XC bits, $1.50 
per doz. 

HATCHETS.—Volume far from heavy, 


but improvement is noted. Prices un- 


changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 


Size 2 extra quality broad hatchets, 
$16.70 per doz.; competitive forged 
shingling hatchets, $6.50 per doz. 


HINGES.—Movement is fairly good, 
though moderate. Prices remain un- 


changed. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Heavy strap hinges in ag Ko 4 
in., 2S: 5 in., $1.48; 6 in., $1. 8 
in., $2.80; 10 in., $4.52 per doz. oats 
extra heavy T hinges in bundles, 
3; 2 3. fe: 5 in., $1.77; 6 in., $2.10; 

n., $3.1 


HORSE COLLARS.—Demand is falling 
off, but prices remain stiff. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Full grain  collar-leather collars. 
average 16% in. draft, $55 per doz. 


MILD STEEL BARS.—A _ moderate 
volume is moving. No price changes. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Bars, shapes and small angles, 
$3.56 per cwt. base; structural sizes 
and shapes, $3.66 per cwt.; mild steel 
bands, 3/16 and lighter, $4.21 per 
cwt.; steel hoops, $4.66 per cwt.; re- 
inforcing bars, $3.40 per cwt.; cold 
rolled round shafting, $4.16 per cwt.; 
cold rolled square bars, $4.66 per cwt. 


NAILS.—Jobbers obseve a fair demand. 
Prices unchanged. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. MISSOURI RIVER 
CROSSINGS: 

Common wire nails, $3.40 per keg, 
base, (see new extras). 

OIL AND GAS STOVES.—Business is 
good in this line, especially on heaters. 
Gas pressure stoves have been active. 


OILS.—Ups and downs still character- 
ize the price situation. Linseed oil has 
advanced three cents a gallon, turpen- 
tine two cents. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Pe 4 linseed oil in bbl. lots, 87c. per 

; boiled linseed oil in bbl. lots, 90c. 
pet 'gal.; raw linseed oil in half bbl. 
ts, 92c. per gal.; turpentine in bbl. 
lots, 66c. per gal.; turpentine in half 
bbl. lots, 71lc. per gal. 
RADIATOR SHIELDS.—The approach 
of cold weather is stimulating business. 
Prices are firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, 6. B. MISSOURI RIVER 
CROSSINGS 

Radiator shields, Gem adjustable. 
No. 1 $4; No. 1-a, 94.98; Ne, 2, $4.50; 
ae + 2: bg 4, ihe $5.50; No. 

36 $6; No. 7, $6. 50; No. 8, 
$f, these alee “an list per each 
and subject to dealers’ discount of 30 
per cent. These models with water 
humidifiers are $1 extra each, list. 


REGISTER SHIELDS.—This merchan- 
dise is now seasonal. Prices steady. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. MISSOURI RIVER 
CROSSINGS: 


Register Sere Gem No. 1, floor 
type, $12; No. 10 floor type, $10; No. 
2, wall type, $6 and No. 20, wall type, 
$5.20. Prices are net to dealers per 
dozem No. 1 and No. 2 are oxidized 
copper. No. 10 and No. 20 are black 
enameled. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Hightest quality Manila _ rope, 
standard brands, 22c. per lb., base; 
No. 2 Manila, standard brands, 20c. 
per lb., base; No. 1 sisal rope, highest 
qo. standard brands, 184c. per 
lb.; No. 2 sisal rope, standard trands, 
l4c. to 16%c. per Ib., base. 


ened for the season. No price changes. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

No. 9, hard, $3.25 per cwt.; an- 
nealed, $3.40 per cwt. 


ROPE.—Some business is going out.| SOLE LEATHER.—This trade is ga)- 
New lower prices still hold. 


loping; demand strong. Prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. MISSOURI RIVER 
CROSSINGS: 

No. 1 sole leather strips, 98c.; light, 
No. 2, 80c. 

STEEL SHEETS.—Volume continues 
in fair degree. Prices are still weak. 

JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0.B. MISSOURI RIVER 
CROSSINGS: 








Atlantic City Report 
in Next Week’s Issue 


All hardware eyes are 
turned toward Atlantic City, 
N. J., this week. The joint 
convention of the American 
Hardware Manufacturers As- 
sociation and the National 
Hardware Association will be 
almost finished when you read 
this. 

The first complete report on 
the proceedings of this impor- 
tant hardware conference will 
appear next week, in the Oct. 
25 issue of HARDWARE AGE. 

Look for this report, study 
and adapt for your own busi- 
ness the opinions of leading 
retailers, manufacturers and 
jobbers: who have cooperated 
to make this convention an im- 
portant contribution to those 
engaged in the distribution of 
hardware and allied merchan- 
dise. 


28 gage galvanized flat, $5.25 per 
cwt.; 28 gage, black flat, $4.05 per 
cwt.; corrugated iron, 28 gage gal- 
vanized, $4.45 per square; 26 gage 
galvanized corrugated, $4.90 per 
Square; 28 gage painted corrugated, 
$3.15 per square. 


STORAGE BATTERIES.—Demand is 
opening auspiciously. Prices unchanged. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.B. MISSOURI RIVER 
CROSSINGS: 

Automobiles, 6 volt, 11 plate, heavy, 
standard terminal, $9.10 each; 6 volt, 
13 plate, $10.75 each; 12 volt, 7 plate, 
$12.85; 6 volt, 11 plate, thin, standard 
terminal, $7.35; 6 volt, 13 plate, thin, 
for Ford and Chevrolet, $8.05. 


SWEAT PADS.—Movement remains 
fair. No new prices. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0.B. MISSOURI RIVER 
CROSSINGS: 

$4.25 per doz.; 20 in. base. 

TIRES. — Business continues good. 
Warm fall weather keeps up demand. 
Prices rather unsteady. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Mansfield automobile, covered by 
standard warranty, 30 x 3% _. 
heavy duty cord, s.s., cl., $7. 31 x 
4, $11.40; 32 x 4, $12.10; 38 x rh ei 70; 

32 x 4%, $15.95; 33 x 4%, $16. 60; 33 x 
5, $21.70. Balloon, 29 x 4.40, regular, 
$8; 30 x be <1 > 90; 30, x 5.25, LY Oi 


32 x 6, $32.40; 36 x 6, 10 ply, $46.60; 
34 x 7, $60.15; 40 x 8, 12 ply, $91.60. 
(All foregoing prices subject to 5 per 
cent trade discount.) 


TUBES.—Volume has abated little. 











SANITARY PRODUCTS.—Trade 
lively and getting more so. 
changes. 


JOBBERS’ QUOTATIONS. TO RE- 

TAILERS, F.O.B. MISSOURL RIVER 
CROSSINGS: 

“Presto”’ pipe opener, 16 oz. cans, 
$2.15 per doz.; case lots (24), $2 per 
doz.; bowl cleaner, 22 oz. cans, $2 per 
doz.; case lots (24), $1. 85; furniture 
luster, No. 6 ‘‘Presto,’’ 6 oz. bottles, 
$2.75 per doz.; case lots (12), $2.60 per 
doz.; No. 12 ‘‘Presto,’’ $4.50 per doz.; 
case lots (12), $4.32 per doz.; tile and 
a cleaner, $1.35 per doz.: case 
lots (24), $1.20 per doz.; window 
cleaner, $3.75 per doz.; case lots > 
bn 60 per doz.; waterless cleaner, $5. 

r doz.; case lots (12), $5.40 per = 
MSilvershyn.” $1.95 per doz.; case 
lots (72), $1.80 per doz.; “Met-L- 
Shyn,” $3.75 per doz.; case lots (48), 
$3.60; oil soap, $2.75 per doz.; case 
lots (36), $2.60 per doz.; dry cleaner, 

5 per doz.; case lots (12), $3.60. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Flat head bright screws, 50-20 per 
cent off list; round head _ blued 
screws, 45-15 per cent off list; flat 
head brass screws, 45-15 per cent off 
list; round head brass screws, 40-15 
per cent off list. 


Prices continue weak. 


is JOBBEBS’ QUOTATIONS TO RE- 


TAILERS, F.0.B. MISSOURI! RIVER 


No price CROSSINGS: 


Mansfield, 30 x 3%, heavy duty, 
tan, $15.60 per doz.; 31 x 4, tan, $12 
per half doz.; 33 x 4, tan, $13.20 per 
half doz.; 32 x 4%, tan, $15 per half 
doz.; 33 x 4%, tan, $15.60 per half 
doz.; Balloon, 29 x 4.40, heavy duty, 
$18.60 per doz.; 30 x 5.25, $12.90 per 
half doz.; 31 x 6.00, $14.70 per half 
doz.; 33 x 6.00, $16.50 per half doz. 
(All foregoing prices subject to 10 
per cent trade discount.) Special 
brand tubes, 30 x 3%, 55 to 70 gage. 
2%-in. pole, reinforced vave base, 
vulcanized splice, full size valve, 75c. 
each; 29 x 4.40, 92c. each. 


VENTILATORS.—Demand for such 
equipment continues to improve. Prices 
unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Continental, metal frame, No. 


833, 
SCREWS.—Demand is only moderate. $4.50; — 837, $4.75; No. 845, $5.20: 
Prices hold firm. 


No. 113 $5. 50; No. 1145, $6. 30: No. 
1437, Mt 50: No. 1445, $8.10. Prices are 
per ‘doz. net. 

Continental wood frame ventilators, 
No. V836, $3.60; No. V923, $4.05; No. 
V937, $4.50; V949, $6.10; No. V959, 
$6.75; No. V1537, $5.85; ‘No. 1549, 
$7.80. Prices are per dozen net. 

Diamond E, metal frame, No. 01, 
$4.40; No. 02, $4. i No. 03, $5.60; No. 
1, $5.20; No. 2, $5.60; No. 3, $6.40; 
No. 4, $7.60; No. $8.40. Prices are 





SMOOTH WIRE.—Volume has slack- per dozen net. 
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Chicago Volume Normal—Prices Steady 
Crop Situation Looks Very Good 


(Chicago office of HARDWARE AGE) | prices on rubber covered wire and lamp 


CHICAGO, Oct. 16.—The usual healthy demand is reported by Chi- 


cago jobbers. A late season with but little cold weather has re- 
tarded buying of some lines, although general business maintains a 


good level. 


Oil heaters, bicycles, sporting goods, window glass, low-priced 
hammers, velocipedes and weatherstrip are especially active at this 


time. 


Manufacturers are talking higher prices for chain and bicycles. 
The latter due to advances of equipment. Because of the stronger 
trend of steel prices, steel products in some instances are showing 


strength, though no actual advances have been made as yet. Prices 
on other lines also remain unchanged. 

Abundant crops together with the general betterment of agricul- 
tural conditions lend a brighter aspect to the prospect for increased | 


business. 


Due to “tight” money there has been some decline in building pro- 


jects. Work under contract is sufficient however to insure activity | 
in the building industry for the balance of the year. 
Production in steel, automobile, and various other leading indus- 


tries is breaking all previous records. 
Steel mills in the Chicago district are now operating at 85 per cent 


capacity, showing an increase of 5 per cent above that maintained 


through the summer. Steel prices are firm and show strength. 


Collections are fair. 





AUTOMOBILE ACCESSORIES.—Ac- 
tive demand for tires and tubes at | 


steady prices. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Spark Plugs.—Splitdorf, for Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, 45c. each; Champion Blue 
Box Line, 53c. we % A. C., 53c. each; | 
lots of 100, 50c.; A.C, Special Ford, 
36c. eac 

Spot Lights. — Appleton, No. 3280, 
36.50 each. 

Chains.—Non-skid, dozen pair lots, 
35 per cent discount. 

Jacks.—National Standard, No. 21, 
31.30 each. 

Pumps. — Rose, 1% in. cylinder, 
$1.85 each. 

Tires and -Tubes.—Mansfield tires, 
30 x 38% Liberty Cord, $5.45: heavy 
duty oversize, $7.25; 32 x 4 Liberty, 
$10.20; heavy duty, $12.10; tires, 29 x 
4.40, $8; 32 x 6.20, heavy duty, $17.40: 


tubes, 30 x 34, $1.40; a tire 
tubes, gray, 29 x 4.45, $1.65; 32 x 6.20, 
$3. 


AXES.—Market is steady, based on 
uniform prices quoted by all manufac- 
turers. Orders are about evenly di- 
vided among first quality and service 


grades. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Handled axes, first quality, sin- 
gle bit, 3 to 4 Ib., $18 to $20 per 
doz.; double bit, 3 to 4 lb., $23 to $25 — | 
per doz.; handled axes, service grade, | 
single bit, 3 to 4 lb., $15 per doz.; Boy } 
Scout axes, $11.50 doz.; motorist hand | 
axes, $12 doz. 


BICYCLES. — Increased demand. 
Prices unchanged. Small advances are 
possible soon. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Double Bar Moto-Bike Model, 
$26.25; ladies’ model, $25.90; girls’ 


| seasonable at unchanged prices. 


| COTTON GLOVES.—Fall sales are 





and boys’ juvenile model, $23.60. 


BOLTS AND NUTS.—Sales for Sep- 
tember were ahead of last year. Steady’ 


prices. | 

JOBBERS’ QUOTATIONS TO RE- | 

TAILERS, F.O.B. CHICAGO: } 
Carriage bolts, cut thread, 60 per 
cent discount; small carriage bolts, 


rolled thread, 60-10 per cent discount: 

machine bolts, cut thread, 60 per cent 
discount; small machine bolts, rolled 
thread, 60-10 per cent discount; all 
stove bolts, 75-10 per cent discount; 


lag screws, 60 per cent discount. 


| 
| 
| 
| 
| 
BUILDERS’ HARDWARE.—Demand is | 
| 
| 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

34%, x 3% steel ‘butts, old copper | 
and dull brass finish, $2. 34 per doz. 
pair, case lots; less quantities, $2.16 | 
per doz. pair; 4 x 4 steel butts, old 

} 


copper and dull brass finish, $3 per 
doz. pair, case lots; less quantities, 
$3.12 per doz. pair; heavy steel bevel 
inside sets, $5 per doz. sets, case lots: | 
steel bit-keyed front door sets, $1.45 | 
per set; wrought brass, bit-keyed | 
front door sets $2.60 per set; cylin- 


der front door sets, $6 per set. 
CHAINS.—Demand is good and prices 
are firm. Manufacturers are talking of 
advance in prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

%-in. proof cow chains, $8.50 per 
100 lb. Tenesco Bull Dog and Brown 


coil chains, 50-10 per cent discount. 
No. 00-4% electric welded cow ties, 
$2.75 per doz. 


slow and late, due to continued warm 
weather. Prices are steady. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
8 oz. cotton gloves, $1.35 per dozen. 


ELECTRICAL MERCHANDISE.—Lo- 
cal jobbers are filling orders at same 





Reading matter continued on page 56 


_ cord, which manufacturers recently ad- 


vanced from 2% per cent to 5 per cent. 


JOBBERS’ epg ieee + TO RE. 
TAILERS, F.O.B. CHICAGO: 

Electrical Merchandise.—No. 14 rub- 
ber covered wire, $6 per 1000 ft.; in 
less than 1000 ft. lots, $6.50; No. 18 
lamp cords, $11. 25 per 1000 ft.; in 1000 
ft. lots, $10.50; % in. brush brass key 
sockets, 13c. each; lots of 25, 12%c. 
each; two-way plugs, 45c. each; in 
lots of 10, 40c. each; two-piece at- 
tachment plugs, 7T¥%4c. each; dry cells, 
boxes of 50, 32%c. each; less than 
case lots, 36c. each. 

Electrical Appliances. — Iron Hot 
Point, $4.20; in lots of six, $3.90; Sun- 
beam, $5; lots of “ Py "dan Percola- 
tor, Universal 9169, 

Radio Ne wg ae *B batteries, 
D 779 $1.40 each; base lots of 5, 
$1.30; No. 770, $3 each; packages of 
5, $2. 80; No. 772, $2.06 each: packages 
of 5, $1. 92; No. ‘486, $3.20 each: pack- 
ages of 5, $2.97; No. 485 Layerbilt 
battery, less than standard packages, 
$2.22 each; standard packages, lots. 
$2.06 each. 

Radio Tubes.—UX-201A, $1.05; UX- 
139 $1.57% ; UX-227, $3.50; UX-171-A, 


Battery Chargers.—Apco line, lots 
of less than 10, $9.90 each. 


FALL SPORTS.—Good demand at un- 
changed prices. 


JOBBERS’ a ger TO RE. 
TAILERS, F.0O.B. CHICAGO: 
Official stemless yet he foot- 
balls, $2.95 each; Amateur footballs, 
$1.15 each; Prep footballs, $1.70 each 
300d quality curled hair filled boxing 
gloves, padded cuff, $4.35 set. 


GLASS AND PUTTY.—Active demand. 
Prices are steady. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 
Single strength A, all brackets, 87 
per cent discount; single strength B, 
all brackets, 88-5 per cent discount: 
double strength A, all brackets, 87 
per cent discount; double strength B, 
all brackets, 88- 5 per cent discount: 
putty, pure grade, $4.25 per 100 Ib.; 
commercial, $3.50 per 100 Ib. 


HAMMERS AND HATCHETS.—No 
market changes on leading factory 


| lines. Sales continue heavy on the spe- 


cials offered in this market to compete 


| with mail order leaders. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 
Hammers.—First quality, 10 ounce 
nail hammers, $12 doz.; 16 oz. ma- 
chinists’ hammers, first ‘quality, $9.20 
doz.; competitive grade, 16 oz. nail 
hammers, $6 to $8 doz. 
Hatchets.—First quality hatchets, 
No. 2 shingling, Ry x 50 doz.; first qual- 
ity hatchets, 2 broad, ‘$16. 40 doz.: 
medium cbalicy hatchets, No. 3 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 


HUNTING CLOTHES.—Demand 
seasonable at steady pices. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Drybak waterproof coats, $56 per 
doz.; Drybak breeches, $26 per doz.; 
Drybak hats, $14.30 per doz. 
NAILS, WIRE AND STAPLES.—Mar- 
ufacturers’ prices are unusually firm 
and jobbers’ prices are steady in this 
market. Order volume continues very 


good. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
L.c.l. quantities common wire and 
cement coated nails, small orders out 
of Chicago stock, $3.10 per keg base. 


—. 
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The Remington Weekly Letter 


A RECORD THAT’S HARD TO BEAT 





The knife pictured above is a Remington butcher knife with a 10-inch blade that has seen | 
hard service—unusual service, too, for a butcher knife. What is more important, accord- 
ing to the testimony of those who purchased it, it stood up to this hard and unusual service 
in a way that is unequalled by other makes of knives. 


This knife was sold to the Canfield Rubber Company of Bridgeport, Connecticut. Here is 
what they have to say about it: 


“Referring to the large butcher knife which we left at your office yester- 
day, we wish to advise that this is one of your make and has been in constant 


use for over nine months. 


“Considering how this knife was used for cutting all kinds of compounded 
rubber material we feel that same has given us service. Other makes which 
we have used do not come up to this record, and therefore we plan to adopt 


the Remington cutlery for the future. 


“As this is an excellent showing of your product, we feel that you will 
take pleasure in receiving a report of this kind. 


“Assuring you of our next order, we are, 
“Yours very truly, , 
“THE CANFIELD RUBBER COMPANY, 
“(Signed) H. C. WARREN, Secretary.” 


Not many readers of hardware publications sell butcher knives for cutting compounded rub- 
ber material. Butcher knives are not made for this purpose. But it is a safe bet that the 
knife that best meets a difficult test will give the best service in normal use. 


President 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City Telephone, Bowling Green 3392 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 
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Mill shipment price is $2.95, base. 
Carload (36,000 Ib.), base, for mill 
shipment, still lower. Steel cut nails, 
$4, base. 

No. 9 black annealed wire, $3.30 
per 100 Ib.; No. 9 galvanized plain 
wire, $3.85 per 100 Ib.; catch weight 
spools galvanized cattle or hog wire, 
3.80 per 100 Ib.; polished fence 
staples, $3.55 per 100 Ib. 


OIL COOK STOVES, HEATERS AND 
SUPPLIES.—Heaters are in excellent 
demand. 


JOBBERS’ aveT ATS TO RE.- 
TAILERS, F.O.B. CHICAGO: 
Perfection.—No. 72, 2 burners, $18; 
No, 72, 3 burners, $23. 25; No. 74, 4 
burners, $29.50; No. 279’ oil range, 
$129; No. 339 oil range, $140. Deal- 
ers’ discount on net purchases of less 
than $100, 30 per cent; on all net 
urchases including and following 
~ A ence dw order, 33% per cent. 
purchases amounting to $250 
pos more during calendar year, annual 
bonuses of from 2 to 10 per cent will 
yen Ts according to volume of busi- 


"Portten. —No. 42, 2 burner, $18; No. 
43, 3 burner, $23.25: No. 44,4 burner. 
$29.50; No. 249 oil range, $122. Dis- 
count’ same as Perfection stoves. 

Nesco.—No. 450R, $60.00; No. 400R, 
$55.00; No. 215-1105, $51.50; No. 215, 
41.00; sie-iies, $38.50; No. 214, 
30.00; No. a 1103, $30.50; No. 213, 
23.50; 212-1102, $23.50; No. 121, 
18.00; No. 211, $10.00. Prices quoted 
are for Nesco Zone No. i, including 
Chicago territory and are subject to 
dealers’ discount of 3314-5 < ane. 


22! 
add 


2 
Ait 


Ovens Perfection. — No. 211, 
burner, Lr oy Goer, is 50: 211G. glass 
door, $2.70 , 2 burner, glass 


swing door, $6.2 

Puritan.—No. “2c, 2 burner, glass 
drop door, $5.50; No. 4 burner. 
steel drop door, $5.25. Dealers’ dis- 
counts on Perfection and Puritan 
ovens the same as on Perfection 
stoves. 

Nesco Ovens.—No. 12, $1.80: No. 05, 
$2.10; No. 5, $2.25; No. 010, $3.90; 
No. 10, $4.00: No. 22, $4.00: No. 020. 
$4.50; No. 20, $4.75; No. 030. $5.00: 
No, 93° 5.30; No. 030, $6.00: No, 301. 
$6. alers’ discount 33%-5 per 
pom 

Perfection and Puritan Wicks.— 
$3. 75 per dozen, $45 per gross. Deal- 
ers’ discount same as Perfection 
stoves. 

Oll Heaters.—Perfection No. 
$6.25; No. 525. $7.25; 
No. 1530, $9.25; No. : 
1550, $9.50; No. 1560. $11.00: No. 1665. 
$13.50: No. 1670, $14.50. Perfection 
Firelight Heaters No. 1526, $9.75: No 
1686, $16.50. Dealers’ discount same 
as Perfection cook stoves. 

Nesco Wicks, Cook Stove.—$3.00 per 
doz. same discount as Nesco stoves 
Nesco oil heater wicks, No. 348, 40c. 
each list; No. 515 Giant, list, 75c 
each. Discount on Nesco heater 
wicks, 30-5 per cent. 


PAINTS AND OILS.—Demand is mod- 


= 


erate and prices are steady. 


JOBBERS’ QUOTATIO hr RE.- 
TAILERS, F.O.B. CHIC 

Linseed Oil, Raw.—Barrel . ae 83c 
per gal.; 5-barrel lots, 80c. per gal. 

Linseed Oii, Boiled. — Barrel lots. 
~ per gal.; 5-barrel lots, 82c. per 
gal. 

_.Denatured Alcohol. — Barrel lots, 
584%c. per gal.; steel drums, extra 
$6, returnable. 

Turpentine. — Drum lots, 67c. per 
gal., net. 

White Lead.—100 lb. lots, $13.25: 50 
Ib. lots, $6.75; 25 Ib. lots. $3.40; 12% 
Ib. lots, $1.75. 

Shellac (4% Ib. cuts).—White, $2.58 
per gal. in barrel lots; orange, $2.26 
per gal. in barre! lots. 

English Venetian Red.—In barrels. 
sie. per Ib.; in 100-lb. lots, 64c. per 


ory Paste.—Barrel lots, 7%4c. per 


PYREX WARE.—Good demand, with 
prices unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. CHICAGO: 

Bread eo 212, $7.20 doz.; 
No. 214, $12 @o 

New Handled Casseroles. — Round 
No. 622, $12 doz.: No. 623, $14 doz.: 
Oval, No. 632, $12 doz.; No. 533, $14 


good service is not expected. 





doz.; feaew. ee, No. 642, $12 doz.; 
No. 642, $14 d 

Pie Mates ito, 208, $6 per doz.; 
No. 209, $7.20 per doz. 

Tea Pots.—2 cup, $21 doz.; 

$24 doz.; 6 cup, $28 doz 

Utility Pans.—No. 231, $8 doz.; No. 

232, $14 doz. 
Iced Tea Sets.—$4 per set. 
RADIATOR SHIELDS.—Moderate de- 
mand; prices steady. 
JOBBERS’ aap Hy el RE.- 
TAILERS, F.O.B. CHICA 

Gold and aluminum omni 8 sizes 
from 11 to 65 in., each size adjust- 
able to fit several sizes of radiators. 
Prices $2.75 to $4.75 each. 


4 cup, 


REGISTER SHIELDS.—Normal de- 
mand at unchanged prices. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Black, wall, $5.25 dozen; floor, $10 
dozen; Ox Cop, wall, $6; floor, $12 
dozen, both adjustable 10 to 19 in. 

ROPE.—Most of the volume sold is on 
high quality brands, although cheap 
rope at cheap prices is available where 
Prices 
are steady and much below last fall. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Best Manila, standard brands, base. 
20c. per lb.; No. Manila, 18c. per 
Ib.; No. 1 sisal, 14%4c. per Ib.; No. 2 
sisal, 13%c. per Ib. 


SASH CORD.—Active demand. Prices 


are steady. 


JOBBERS’ gabe ite pe J TO RE- 
TAILERS, F.O.B. CHICAGO: 

No. 7 standard brands, $8.15 per 
doz. hanks; No. 8, $9.35 per doz. 
hanks. 


SAWS, CROSS CUT AND WOOD.— 
Usual demand at steady prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

5-ft. narrow Champion tooth, $1.55 
each; 5%-ft. wide Champion tooth. 
$2.10 each; 5%-ft. wide Lance tooth. 
$4.35 each; 4-ft. one-man Champion 
tooth, $2.45 each. . 

Single braced frame common tooth 
blade, $8.25 doz.; doubie braced frame 
common tooth blade, $10.40 doz.; 
double braced frame common tooth 
blade, $11.40 doz. 


SAWS, HAND.—Demand is active at 
firm prices. 
JOBBERS’ QUOTATIONS TO RE- 
ee F.0.B. CHICAGO: 
26 $29.50 doz.; 
26 Ry "$49, 95 es : Special 26 in., 
petition, $6.60 doz. ‘ 


SCREWS.—Sales volume is well main- 


26 in., $33 doz.: 
Com- 


tained. No early price changes are ex- 
pected. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

(New lists Jan. 3, 1928.) Flat bright 
screws, 50 per cent; round head. 
blued, 45 per cent; flat head brass, 45 
per cent; round head brass, 40 per 
cent, 


SHOVELS AND SCOOPS.—Furnace 
and grain scoops are moving freely. 


Prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS. F.0.B. CHICAGO: 

No. 2 shovels, iernetete —. 
polished, $14.50 per doz.; No. 2 shov- 
els, common grade, lished, $12.50 
per doz.; No. 10 grain scoops, pol- 

; grain 
scoops, polished, $16 per doz.;: D 
handle furnace scoops, intermediate 
grade, $8 per doz.; D handle furnace 
sooope, competitive grade, $5.25 per 

Oz. 

Snow shovels, black, 
steel, $4.40 doz. Galvanized, 
in. blade, $10.00 doz. 


long handles, 
17 x 16 


SOLDER AND BABBITT.—Market is 


quite firm this week. Orders are of 


nomal volume. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Reading matter continued on page 58 





Warranted 50-50 solder, $35 per 100 
Ib.; medium 45-55 solder, $33 per 100 
lb.; tinners, 40-60 solder, $30.50 per 
100 Ib. ; high speed babbitt metal, $29 
per 100 lb.; standard No. 4, babbitt 
metal, $12 per 100 Ib. 


STEEL SHEETS.—Manufacturers are 
soliciting orders at higher than third 
quarter prices, with cash discount re. 
duced to % of 1 per cent. Local job. 
bers’ prices remain unchanged. Oppo 
sition to the reduced cash discount is 
very strong among distributors of these 
lines. 
JOBBERS’ QUOTATIONS TO RE. 
be dco tee F.0.B. CHICAGO: 
age galvanized sheets, $5.30 per 
100 be gage black sheets, $4.20 
per 


STOVES.—Good demand at steady 
prices. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. CHICAGO: 
Crusader black ffinished parlor 
heater, $19.50 each; Crusader porce- 
lain enamel finish, $26.50 each; Tap- 
pan wood Cola Parlor heater, $51.25 
each; in. Economy, $66.95 each; 
Economy, $72.45 each; oil heater, 12 
in., $6 each; oil heater, 14 in., $8 each; 
oil heater. 16 in., $9.50 each; oil 
heater, 18 in., $11.50 each; hot blast 
with mica door and ashpan, nickel 
a? 12 in., $11.30; 14 in., $12.70; 16 
, $14.65; 18 in., $16.65. 


STOVE GOODS.—Active demand; no 
price changes. 


JOBBERS’ QuotAT es TO RE.- 
TAILERS, F.0.B. CHICAGO: 

Coal hods, galvanized, 17 in., $4.50 
to $5 doz.; dampers, reversible spin- 
dle, 6 in., $1.25 doz.; dampers, non- 
reversible’ spindle, 6 in., $1.15 doz.; 
elbows, 28 ga., 6 in., corrugated, $1. 36 
doz.; fire shovels, colored handles, 
heavy fine finish, $2 doz.; pipe, 28 ga., 
€ in., llc. to 13c. joint; rugs, con- 
goleum stove, 4% x 4%, assortment 
of 6, $8.28 assortment. 


VELOCIPEDES.—Demand is 
pices are steady. 


JOBBERS’ agi tkrr- TO RE.- 
TAILERS, F.0O.B. CHICAGO: 

Tubular velocipedes, equipped with 
balloon tires, ball bearing wheels, 18 
in. front wheels, 12 in. rear, $7.25 
each; 22 in. front wheels, 14 in. rear. 
$9.25 each. 


VENTILATORS.—Fair demand. Prices 
remain steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Diamond E—Metal frame cloth ven- 
tilators, 8 in. hgt. — 16 in. x 
33 in., $4.40 dozen; in. x 39 in.. 
$4.80 doz.; 11 in. hgt. opening 16 in. 
x 33 in., $5.20 doz.; 20 in., x 39 in., 
steel frame 


large: 


$5.60 doz. Continental, 
cotton cloth; 833, $4.50 doz.; 837, 
$4.75 doz.; 1137, $5.50 doz.; 1145, $6.30 


doz. Continental, wood frame cotton 
cloth; 836, se 60 doz.; 937, $4.50 doz.: 


1537, $5.85 doz. 


WAGONS.—Holiday futures are very 
active at steady prices. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

14% x 33% steel pen 10 in. disk 
wheel, % in. tires, $3 each; 16 x 36 in 
wood wagons, 10 in. wheels; % in 
tires, $2.85 each. 


WEATHERSTRIP. — Increased de- 
mand. Prices are unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
Home Comfort, ped per 1000 ft.: 
Nu-Strip, $15 per 1000 ft.; Bomeco. 
type A, % in., $2. - per 100 ft.; Bo- 
meco, type B, 1% in., $3.20 per 100 
Bomeco, type AR, % in., $2.40 per 
tt ft.; Bomeco, type BR, 1% in.. 
$3.20 per 100 -ft.; TacEzy, 36 x 36 
window, 90c. each; Tac-Ezy, 42 x 42. 
Hy seach: Tac- Ezy, 38 x 7 ft. doors. 
1 
Sleds. cP mexible Flyer sleds, 35 per 
cent off list. 
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Just a quarter turn! 


See how simple this patented vise is! 

















Just give a quarter turn and it slides— 
back and forth, the full length of the 


R id rod. In a flash you can readjust it to 
apt accommodate articles of any size. Give 
° the handle a simple quarter turn, and 
Actin the nut is re-engagi ivi 
7 -engaging, thus giving a 
® 
Vi se continuous screw. 


Send for the R-W Catalog 
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‘fhe patented, two-piece, 
cam-operated nut permits 
instantaneous adjustment 
at any point. Nut is re- 
leased or engaged by a 
quarter-turn of the handle, 


ichards-Wilcox Mf. (0. 


“A Haneer forany Door that Slides. 


New York: - - AURORA, ILLINOIS,U.S.A. © - + chicago 


Boston Philadelphia Cleveland Cinci ti Indianapoli ” $t. Louis New Orleans Des Moines 
Minneapolis Kansas City Los Angeles San Francisco Omaha Seattle Detroit 


Montreal - RICHARDS -WILCOX CANADIAN CO., LTD., LONDON, ONT. - Winnipeg 
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Coming Hardware Conventions 


ARKANSAS RETAIL HARDWARE ASSOCIATION CON- 
VENTION, Hotel Marion, Little Rock, sometime in May, 
1929. L. P. Biggs, secretary, 815-816 Southern Trust 
Building, Little Rock. 

CALIFORNIA Retail, Harpware & IMPLEMENT AsSo- 
CIATION CONVENTION, San Francisco, Feb. 12, 13, 14, 
1929. LeRoy Smith, secretary, 112 Market Street, San 
Francisco. 

ConNECTICUT HARDWARE ASSOCIATION CONVENTION, 
February, 1929. Place to be announced later. Henry S. 
Hitchcock, Woodbury. 

HARDWARE ASSOCIATION OF THE CAROLINAS CONVEN- 
TOIN, Blowing Rock, N. C., June 11, 12, 13, 1929. 
Headquarters, Mayview Manor. Arthur R. Craig, secre- 
tary-treasurer, Charlotte, N. C. 

ILLINOIS RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND Exuisition, Hotel Sherman, Chicago, IIl., 
Feb. 12, 13 and 14, 1929. P. M. Mulliken, managing 
director, Elgin, Ill. 

INDIANA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Indianapolis, Jan. 29, 30, 31, Feb. 1, 1929. G. F. 
Sheely, managing director, 911-913 Meyer-Kiser Bank 
Building, Indianapolis. 

Iowa RetarL HARDWARE ASSOCIATION CONVENTION 
AND Exuisition, Hotel Savery and Des Moines Coli- 
seum, Des Moines, Feb. 12, 13, 14, 15, 1929. A. R. Sale, 
secretary-treasurer, Mason City. 

Kentucky HarpwareE & IMPLEMENT ASSOCIATION 
CONVENTION AND EXHIBITION, Seelbach Hotel, Louis- 
ville, Jan. 22, 23, 24, 25, 1929. J. M. Stone, secretary, 
202 Republic Building, Louisville. 

LouIsIANa RETAIL HARDWARE AND IMPLEMENT AsSO- 
CIATION CONVENTION, Mansfield, June 17, 18, 19, 1929. 
Guy Nason, Secretary, Starkville, Miss. 

MICHIGAN RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND ExuisiTion, Detroit, Feb. 5, 6, 7, 8, 1929. 
Headquarters, Hotel Statler. Exhibit at Convention 
Hall. A. J. Scott, Secretary, Marine City. 

MINNESOTA RetTaiL HARDWARE ASSOCIATION COoN- 
VENTION, Feb. 19, 20, 21, 22, 1929. Place to be de- 
cided later. Chas. H. Casey, manager-treasurer, Nicollet 
at Twenty-fourth Street, Minneapolis. 

Mississtpp1 Retail HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, Gulfport, June 10, 11, 12, 
1929. Guy Nason, Seeretary, Starkville. 

Missouri Retail HARDWARE ASSOCIATION CONVEN- 
TION AND Exnuisition, Hotel Statler, St. Louis, Jan. 
21, 22, 23, 1929. F. X. Becherer, secretary, 5106 No. 
Broadway, St. Louis. 

MoNTANA IMPLEMENT & HARDWARE ASSOCIATION 
CONVENTION, Bozeman, Feb. 4, 5, 6, 1929. A manu- 
facturer’s exhibit will also be held from Feb. 4 to 8, 
inclusive. A. C. Talmage, secretary, Bozeman. 

MounTAIN STATES HARDWARE AND IMPLEMENT 
AssocraTION CONVENTION, Denver, Colo., Jan. 15, 16, 
and 17, 1929. Headquarters to be announced later. W. 
W. McAllister, secretary-treasurer, P. O. Box 513, 
Boulder, Colo. 

NationaL House FurNISHING MANUFACTURERS 
ASSOCIATION CONVENTION, Stevens Hotel, Chicago, IIl., 
Jan. 14, 15, 16, 17, 18, 19, 1929. Warren Edwards, 
secretary, 189 W. Madison Street, Chicago, III. 

NEBRASKA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Lincoln, Feb. 5, 6, 7, 8, 1929. Exhibit will be at 
the University Coliseum. Hotel headquarters will be 


announced later. George H. Deitz, secretary, 414-419 
Little Building, Lincoln. 

New ENGLAND HARDWARE DEALERS’ ASSOCIATION 
ConvENTION, Mechanics’ Building, Boston, Feb. 20, 21, 
22, 1929. Geo. A. Fiel, secretary, 80 Federal Street, 
Boston, 9. P 

New York State Retait HARDWARE ASSOCIATION 
CONVENTION AND ExursiTIon, Rochester, Feb. 5, 6, 
7, 8, 1929. Hotel headquarters, Powers Hotel. Exhibit 
at Edgerton Park. John B. Foley, secretary, 412 City 
Bank Building, Syracuse. 

NortH Dakota Retatt HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Feb. 12, 13, 14, 1929. 
Place of meeting to be decided later. C. N. Barnes, 
secretary, Grand Forks. 

Ou1o HARDWARE ASSOCIATION CONVENTION AND 
Exuisition, Cincinnati, Ohio, Feb. 19, 20, 21, 22, 23, 
1929. Headquarters, Gibson Hotel. James B. Carson. 
secretary, 315 Mutual Home Bldg., Dayton. 

OKLAHOMA HARDWARE AND IMPLEMENT Associa- 
TION CONVENTION, Jan. 29, 30, 31, 1929. Chas. L. 
Unger, secretary, 207-208 Bloomfield Building, Okla- 
homa City. 

PANHANDLE HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Amarillo, Tex., April 8, 9, 10, 1929. 
C. L. Thompson, secretary, Canyon, Tex. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
AssociaTION, INc. CONVENTION AND EXHIBITION, 
Commercial Museum, Philadelphia, Feb. 12, 13, 14, 15, 
1929. Sharon E. Jones, secretary, 610 Wesley Building, 
Philadelphia. 

SoutH Dakota RetaiL HarDWARE ASSOCIATION 
ConvENTION, Sioux Falls, Feb. 5, 6, 7, 1929. Chas. 
H. Casey, manager, Nicollet at Twenty-fourth Street, 
Minneapolis, Minn. 

SouTHERN CALIFORNIA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, Los Angeles, Feb., 1929. Definite 
dates to be determined later. H. L. Boyd, secretary, 
508 Spring Arcade Building, Los Angeles. 

SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
AssocIATION, composed of Alabama, Florida, Georgia 
and Tennessee, Convention and Exhibition in Atlanta, 
Ga., May 14, 15 and 16, 1929. Walter Harlan, secre- 
tary-treasurer, 701 Grand Theater Bldg., Atlanta, Ga. 

Texas Harpware & IMPLEMENT ASSOCIATION CON- 
VENTION, Dallas, Jan. 22, 23, 24, 1929. Dan Scoates. 
secretary, College Station. 

VIRGINIA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Jefferson Hotel, Richmond, Feb. 19, 20, 21, 1929. 
Thos. B. Howell, secretary, 602 Broad Street, Richmond. 

West VirGINIA HARDWARE ASSOCIATION CONVEN- 
TION AND ExHIBITION, Fairmont, Jan. 22, 23, 24, 1929. 
James B. Carson, secretary, 315 Mutual Home Bldg.. 
Dayton, Ohio. 

WESTERN RETAIL IMPLEMENT AND HARDWARE ASSO- 
CIATION CONVENTION .AND EXHIBITION, Kansas City, 
Mo., Jan. 15, 16, 17, 1929. Hotel President, general 
headquarters. Sessions will be held in Missouri Theater, 
and the Western Hardware Show will be held in Con- 
vention Hall. H. J. Hodge, secretary, Abilene, Kan. 

Wisconsin Retatt HARDWARE ASSOCIATION CON- 
VENTION AND ExHIBITION, Auditorium, Milwaukee, Feb. 
5, 6, 7, 8, 1929. P. J. Jacobs, secretary, Stevens Point. 
Exhibit manager, George W. Kornely, 1476 Green Bay 
Avenue, Milwaukee. 
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Ihat lead in Cross-Cut 


Saw Sales... 


SALES—that is what every hardware 
dealer wants. Stock that turns over 
quickly is the answer, and to the man 
who wants to sell more Saws SIMONDS 


Demand has made these saws the best 
sellers and quality has kept them sold. 
The BIG FOUR in the field are 
SIMONDS Nos. 22, 133, 324, 325. If you 
stock them you sell them—and remem- 


CRESCENT GROUND CROSS-CUTS ber they are fully guaranteed. 


Your jobber can supply you. Ask him. 


are also the answer. 




















Sawand Steel 
Company 


“The Saw Makers’’ 
“Established 1832” 


SIMONDS 


HARDWARE DEPT. FITCHBURG, MASS. 
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Hot of th® Nail Ke 


Little yarns that others have laughed 
over culled from various sources. As a ‘ 
contemporary puts it: “Some of them LX 
have been copied, the rest will be.” 








Girl (in South): “I love the way boys 
talk down here.” 

Girl Friend: “Yes, it must be that 
Mason and Dixon ‘line’ you hear so much 


about.” 





Wife: “Before we were married you 
said mother could stay with us whenever 
she pleased.” 

Husband: “Yes, 
doesn’t please.” 


certainly, but she 





Jones (who had called around to see if 
his friend had recovered from a_ wild 
night): “Is Mr. Wizzy up yet?” 

Landlady (sternly): “Yes, he got up, 
drank his bath and went back to bed.” 





Lot’s wife, who looked back and turned 
into a pillar of salt, has nothing on my 
wife. She looked back and turned into a 
telegraph pole. 


“My father went from New York to 
Boston on a bicycle.” 

“Yeh? Well, I went from New York 
to Atlanta on a sentence.” 


“And how have you been getting on, 
Mrs. Mumble?” 

“Ah, miss, not too well. ‘My poor ’us- 
band ’ad a parallel stroke, and we’ve ’ad 
a ’ard time to make both ends meet.” 


Macdonald: “And how’s the world been 
treating you lately?” 

Macdougal: “Verra seldom, Mac; verra 
seldom.” 


An old prospector just outside a cave 


announced that he had just found a 
treasure hidden inside. 
“What is it?” he was asked. “Quartz?” 


“Naw,” he whispered, “pints.” 


A new domestic, Aunt Lucy, was re- 
tained and an hour later the mistress’ 


brother suddenly dropped in for a few 
minutes’ visit between trains. 


Following 





an affectionate embrace and a few quick 
words he departed. Going into an ad- 
joining room the mistress spoke to Aunt 
Lucy : 

“You can never guess who that was, 
Aunt Lucy.” 

“No’m, Ah sho’ caint, lessen it was yo’ 
pastor.” 





Hee: “Pardon me, has your suit slipped 
or am I seeing things?” 
Haw: “Both.” 





Mary had a piece of gum, 
She chewed it loud and slow, 
And everywhere that Mary went 
The gum was sure to go. 


She took the gum to school one day, 
Which was against the rule, 

The teacher took it away from her 
And chewed it after school. 





Maid: “You know the old vase you 
said had been handed down from gener- 
ation to generation?” 





Mistress: “Yes.” 

Maid: “Well, this generation has 
dropped it.” / 

Husband: “I miss the old cuspidor 
since it’s gone.” 

Wife: “You missed it before—that 


was the trouble.” 





Mr. Peck: “The next car I buy will be 
a small coupe.” 

Mrs. Peck: “Why?” 

Mr. Peck: “I think it would relieve 
your voice in driving!” 





She: “Sam, if you don’t stop I’m going 
to call papa. Stop, stop now, I tell you. 
Take your arm down. Papa! Papa!” 
Papa (in next room): “What is it?” 


She: “What time is it?” 





“I don’t know what’s the matter with 
that little man over there. He was so 
attentive a few moments ago and now he 
won't even look at me.” 

“Perhaps he saw me come in. 
husband.” 


He’s my 





Ma: “You used to wear your dresses 
in the height of discretion. Now look at 
them !” 


Sis: “The height of discretion has gone 
up fourteen inches.” 


Old Lady: “Please stop the car. | 
dropped my wig out of the window.” 

Conductor: “Never mind, there’s a 
switch in the next block.” 


A female lecturer said: “Since women 
adopted modern costume, street car acci- 
dents have decreased 50 per cent.” 

A male voice from the back row called 
out: 

“Why not cut out street car accidents 
altogether ?” 





Q. “When did the first Scotchman learn 
to swim?” 
A. “When the first toll bridge was built.” 


A recent “ad”: 

“WANTED—By city’s, leading Toy De- 
partment, a buyer, with 24 girls. Must be 
a go-getter !” 


Boy: “I wish that I could revise the al- 
phabet.” 

Girl: “Why? What would you do?” 

Boy: “I’d put ‘U’ and ‘I’ closer to- 
gether.” 


Sub. (upon receiving wrong number) ; 
“Central! What’s the matter up there? 
Are all you girls crazy?” 

Opr. (with smiling voice): “I’m sorry, 
but we are not allowed to give out that 
information.” 


“I hear your son is a marvelous success 
in business.” 

“Yes, indeed! 
Parking’ signs.” 


He manufactures ‘Ne 


























BRIGHT STAR | 


with theFolding LOOP HANGER 
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| Supreme in every Test | 


BRIGHT STAR 


Generalutility 3 
Flashligne. * 


There is another 
sure-fire seller— 


BRIGHT STAR JUNIOR 
98c Retail 
in a handsome display carton 
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1 FLASHLIGHTS/ 
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family needs one or more Bright Star 

Flashlights—one to carry in the car— 
one to hang at the top of the cellar stairs—one 
to keep handy for use in closets or garret. 


Ji ye that cold weather is coming, every 


A little effort on your part will develop a brisk 
demand for the 1000-foot Focusing Searchlight 
and the General Utility Flashlight—they come 
to you in attractive, attention-compelling display 
cartons that will do half your selling for you! 


Those models, like all others in the Bright Star 
line, incorporate all the well-known Bright Star 
features—Folding Loop Hanger, Twin Cushion 
Shock-Absorber, Candlelight, Security Switch, 
etc., etc., which put them far ahead of all others. 
You’re selling satisfaction when you sell Bright 
Star Flashlights! . 


The consistent Bright Star sales policy protects 
you always, and assures you a liberal profit. Ar- 
range now for your Winter stock—get in touch 
with your jobber today, and ask him to send 
you the new illustrated catalog of Bright Star 
Flashlights. 


BRIGHT STAR BATTERY CO. 
Chicago HOBOKEN San Francisco 





‘‘NINETEEN YEARS BUILDING THE QUALITY LINE’’ 
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DIAMOND“E” 






High autumn winds blow up dust and remind 
the alert dealer that there is a fine seasonal market 
for DIAMOND “‘E”’ Adjustable Cloth Window 
Ventilators with all-metal frames, which 
keep out all dust, dirt or moisture. 
11 popular sizes. Retail 
at 45¢. to $1.05. 









FROM 
YOUR JOBBER 





More HUMANE 


Most practical and humane cow 
hobble ever made. Cannot cut, 
chafe or injure the cow. The 
leverage afforded with 


Reichert’s 
NO-KICK COW HOBBLE 





makes it easier to operate and permits better control of the cow. 


Easy to adjust. Never kinks or tangles. Retails at 75c. per set. 
Good profit. Satisfaction guaranteed. Write. 
Farmers Say This Hobble Beats Them All 


Imperial Bit & Snap Co. 


1400 Clark Street Racine, Wisconsin 








Be sure to see 
SAVORY Roasters % 
in the new range 

1) OO) BO) 





SAVORY, Ince. 
90 Alabama St., Dept. AN, Buffalo, N. Y. 
Owned and Managed by The Republic Metalware Co. 


Makers of Quality Cooking Equipment for 90 Years. 








When Your Customers Ask for a File Sell Them the 


SWEDISH CIRCULAR CUT FILE 





Made in Sweden—and fully guaranteed. 


Oraftamen all over the world have been using these files for 
generations. 
They are reliable, 


hold their sharpness. 


have endurance, uniformity of temper and 


Bastard Flexible Blades 
Smooth Tanged 
Circular Cut Half-Round 


We Carry a Full Line of Swedish Made Tools and 
Hardware. 


Order from your jobber today, or write 


em =<) y! WESTERN IMPORTING CO., Ltd. 
07-108 Lafayette St., qa York, N. Y. 
Minnsagetle Mina. Seattle, W: Montreal. Can. 
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A Woman May Be Successful 


in Hardware 
(Continued from page 28) 


making possibilities in toys, and recommends the line 
highly for the consideration of all hardware dealers. The 
larger share of the toy business in this instance is for 
toys of moderate price, ranging from 50 cents to $2. 

Through the past eight years of proprietorship Mrs, 
Grahl has demonstrated her capability and business judg- 
ment. If. we are leaving any of our readers still dubious 
over woman's ability to cope with today’s hardware prob- 
lems they can be convinced by a visit to the Grahl Hard- 
ware Company. 


Useful Tin Boxes for General Use 


Believing that small tin boxes are very handy to have around 
a kitchen, sewing room, workshop, garage or office, the Myers 
Mfg. Co., Room 1809, 15 East Twenty-sixth Street, New York 
City, has placed an assortment of seven such boxes of various 
sizes on the market. 

These utility boxes, known as “Label Stick,” are strong, sani- 
tary metal containers with a piece of cardboard impressed into- 








the top, providing a surface for labeling or writing. Pins, tacks, 
cotter-pins, spices, as well as other small items can be safely 
kept in these boxes. A useful set, whether considered from the 
housewife’s viewpoint or that of, the shop. 

The carboard box, in which the set is packed, makes a most 
attractive counter display when opened. 


Lanes to his Buyer 


N years past the salesman gained, or had wished upon 

him, a reputation for talking. Whether this was 
earned or not we will not say, but many times he was 
judged according to his ability to talk loud and long. 

Having had over twenty years’ experience as a sales- 
man, I have learned the same as others—that it pays to 
talk less and listen more. 

Recently I had occasion to ask a banker about a cer- 
tain man that I was thinking of hiring as a salesman, 
and when I asked this banker if he thought this man 
would make good as a representative of our company, 
he said: “I don’t know why he wouldn’t make a good 
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salesman—he is the darndest talker I know of. He sure 
has the real gift of gab.” 

I took occasion to explain to this banker that he had a 
wrong idea regarding the profession of salesmanship, 
and that it must have been a long time since he had 
bought goods of a salesman, for today the real salesman 
listens more than he talks. 

I have a book on my desk, written by a master sales- 
man, on the subject, “When to stop talking.” 

Buyers have learned from experience that a real sales- 
man can and will help them many times if given a chance, 
and the salesman has learned that it pays to listen to the 
buyer so that he better understands the other’s problems, 
needs and desires. For how can we intelligently advise 
a buyer unless he has first given us the facts upon which 
to base our decision ? 

As you listen to master salesmen today you are im- 
pressed by the few statements they make, and you are 
also impressed by the way they make them. 

Salesmanship, whether written or spoken, is not 
judged by quantity of words used but by the kind of 
words used. Instead of thinking, “What can I add to 
my sales talk,” why not spend part of the time studying 
what you could leave out, for it isn’t what you put into 
a home, many times, that makes it well furnished. It is 
what is left out. 

In your next sales talk, leave out all of the things that 
are not vitally important and use that time saved in lis- 
tening to the buyer.—Meredith’s Merchandising Adver- 
tising. 





Dayton “Maxim-aire” Fan Belt Display Boards 


The Dayton Rubber Manufacturing Co., Dayton, Ohio, has 
introduced a series of display boards which hang on the wall 
and show assortments of Dayton “Maxim-aire” fan belts. Unit 





displays are furnished to suit the requirement of every type 
of dealer. There are four Dayton displays, each presenting a 
different assortment of belts. 

Each display board measures 6 by 34 in. Only two nails or 
screws are required to erect the boards. Eight hooks are ready 
for use, and the entire stock of belts is always in full view. Any 
belt is readily removed without disturbing balance of the stock. 

The display boards are made of heavy gage metal, attrac- 
tively lithographed in orange and blue. 





PLOMB TOUL 





This Display Board in 
your store will be one 
of your very best 


salesmen. 


Most complete line of 
hand-forged tools 
made for 
Carpenters, Plumbers, 
Auto Mechanics, 
Tinners, Bricklayers, 
Concrete Workers. 


We sell you direct. 


Send for complete 
Catalog. 


Plomb Tool Company 
2209 Santa Fe Ave., 
Los Angeles 





627 W. Washington Bivd., 
12 Lispenard St., New York 


Immediate Delivery from 
Warehouse Stocks 


Chicago 











Put Your Lawn Mowers 


Out of the Price Class 


True—many people say “I want a lawn mower” or “how much 
will a good mower cost?” Then what are you going to say? 
Answer this—‘‘Here’s a line nobody else handles in town. Don’t 
cost more. Has the simplest blade adjustment of any. A massive, 
sturdy, ball-bearing lawn mower that I can guarantee. Nobody 
kicks after using. Selling more every year. Price so much.” 
Isn’t that sound merchandising? We can give you just that and 
you'll see it if you 
write for circular, 
prices or order a 
sample. Who’s 
your jobber? 


Some of 
the features 


Patented 
Blade Adjustment 


Adjustable Ball 
Bearings 


Self-Sharpening 


Specially Tool 
Tempered Knives 


Double Cross 





Bars 
. act With the Clarinda Pat- 
Simplicity ented Blade Adjustment 
you have only a_ single 
Throughout set-screw to turn— no 
centerbalancing screw to 
: tighten or loosen as in 
Not high the case of the ordinary 
4 four-screw type. Adjust 
priced ment is quickly made 
with a common wrench 


Manufactured by 


CLARINDA MANUFACTURING CO., Clarinda, Iowa 
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Look Here for a Test 
of Pipe Wrench Quality 


BEARING CONTACT 
FOR FRAME GIVES 
ADDED STRENGTH 






























Between yoke and jaws 
is where other pipe 
wrenches are WEAK. 
Genuine OSWEGO Still- 
son construction gives 
added bearing surface 
here, resulting in % 
inch greater bar 
clearance and wider 
adjustment. It also 

materially streng- 
thens the wrench 
at this vital 
part. 

Jaws are milled 
the Original OS- 
WEGO way, giv- 
ing the Genuine 
OSWEGO Still- 
son the most 


powerful 
GRIPof any 


40 years’ experience backs } 

every wrench. 24-hour 
service pleases every 
dealer. 

The Guarantee Tag on 
every genuine OSWEGO 
Stillson protects you and 
your trade against de- 
fects in material or work- 
manship. 

The OSWEGO line _in- 


cludes Expanders, Pipe 
Cutters, Punches and fer iene 
Vises. Send for Catalog ; : 


and Discounts. 


The Oswego Tool Co. 


Established 1887 Incorporated 1893 
Oswego, N. Y. 

















For Real Profits 


Here is one of the fastest-moving 
articles in the entire builders hard- 
ware field, with its remarkable profit- 
producing capacity proven by dealers 
everywhere. Every customer who sees 
the Rite Latch demonstrated instantly 
recognizes its outstanding advantages. 


RITE 


UPBOARD 
LATCH 
A Quality Article 
That Is Decidedly 
/, Different 



















Slight pressure on push button and door opens 
—gentle push and door is securely latched. Fits 
any type door. Metal Knobs in any U. 8S. 
Standard finish. Glass knobs in clear amber, 
green, opal or black glass. 
Distributed by 
AMERICA’S LEADING JOBBERS 
Manufactured by 


RITE HARDWARE & MFG. CORP. 
Los Angeles, Calif. 
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The Manufacturer’s Problem 
(Continued from page 27) 


ing and pricing his goods in their catalogs. Suppose. 
not withstanding this request on his part, the mail-order 
houses bought the goods through third parties. Then 
suppose they offered the goods, as they have threatened 
to do, at prices at cost or less than cost in their catalogs. 
This manufacturer, having sold his goods at his own 
prices to his selected customers, legally, would have no 
redress, but the customer of this manufacturer, who 
might happen to be a retail dealer, has lost his business 
on this line and has lost his profits by reason of this 
kind of competition. Let me here ask if this retailer 
should bring suit for damages ; if he would not have cer- 
tain rights that should be recognized? Let me ask if 
this retailer, or a group of retailers, should appeal, either 
individually or collectively, to the Federal Trade Com- 
mission against this kind of competition, would not they 
be heard? It is a poor rule that does not work both 
ways. The Sherman law was passed to prevent monopoly 
and extortion. Is the law to be used as a weapon by 
powerful corporations to annihilate their weaker com- 
petitors? Public opinion is rapidly changing on this 
phase of the question. 

Now, in conclusion, here is something for hardware 
manufacturers to think about. In the drug business. 
manufacturers giving unfair advantages to chain stores 
and mail-order houses has led to a startling situation. A 
large number of wholesale drug houses of the country, 
a chain extending from the Atlantic to the Pacific Ocean 
and from Canada to the Gulf of Mexico, have formed 
an amalgamation with each other and with a large man- 
ufacturer of drugs and chemicals. What was the cause 
of this amalgamation? These wholesalers, made des- 
perate by subsidized chain store competition, have deter- 
mined to btty their goods on such a basis as to be able 
to place their customers in a position to meet chain 
store cut prices and to sell brands that cannot be ob- 
tained by chain stores. They are now consolidating their 
orders in all lines. As their combined sales amount to 
about $75,000,000 per annum, their orders are very 
heavy. They are establishing a buying office in New 
York and are scouring the markets not only of the 
United States but throughout the world, in order to 
obtain goods at the lowest possible prices. Naturally, 
this situation has been quite a shock to a good many 
easy-going drug and chemical manufacturers, who 
thought they could get away with their plan of selling 
the mail-order houses and chain stores, and also the 
jobbers. 

The sales problem of these manufacturers will not be 
as simple in the future as it has been in the past, They 
can only blame themselves for this new situation. The 
handwriting was on the wall, but they did not take the 
time and trouble to read it. 


An Improved Glass Cutter 


The Landon P. Smith, Inc., Irvington, N. J., has made several 
improvements on the original “Red Devil,” No. 024 standard 
There is a long-life wheel made from an alloy 


glass cutter. 





steel which has been hardened, tempered and honed. A new 
easy finger rest, spread handle insures perfect bearing for two 
fingers, instead of one, as in the past. The head has been 
changed to enable the glazier to cut at extreme arm’s length. 


























HARDWARE AGE for OcTOBER 18, 1928 


65 








Ruthless Buying Declared Unsound 


(Continued from page 29) 


could be made if the purchasing agent, representing the 
designing engineer and the production and inspection de- 

ments of the fabricators, could meet with a commit- 
tee of flat rolled steel manufacturers to adopt practical 
and reasonable specifications and standards covering the 
different grades of flat rolled steel used in their industry. 


Buyer Should Know Mill Practice 


“The purchasing agent should have very definite 
knowledge of what constitutes practical mill practice and 
should use his influence to have his designing and pro- 
duction departments adopt standards and specifications 
which are reasonable and practical, and he should permit 
no fanciful ideas of specifications or designs to impose 
undue losses and unwarranted hardships upon the pro- 
ducer of steel or in his own factory operation.” 

Mr. Charls said that the question of gages of flat 
rolled steel becomes more involved each year. A greater 
knowledge of gages was urged. Unnecessary confusion 
would be eliminated by the use of the United States 
gage, expressing the true decimal thickness of each gage. 
A movement to concentrate on the actual thickness of 
steel under the United States gage would be of great 
benefit to the producer, the fabricator and all other 
consumers. 


Thinking 

Everything depends on how we think. 

If we do no thinking everything then is wrong. The 
world is twisted. And so, naturally, we side with the 
world. ; 

Every rule, every act, every impulse is at the beck and 
call of some thought. 

The human frame will put up with a marvelous amount 
of wrong thinking, but it will bounce upward in health 
and happiness at every thought that has for its purpose 
the bettering of this world. 

A person is able to think himself into most anything. 
A great engineer once told me that he thought himself 
into the marvelous success that came to him. He started 
with nothing, seemingly. He thought himself into vast 
power and influence. 

We must all think ourselves along. And if the way 
gets very rough at times, we must do more and better 
thinking. 

Thoughts are both the father and mother of deeds. 

The very membranes and numerous organs of the 
body are but willing servants to the brain in its imagin- 
ings and thinking. 

The more thinking you do the fewer mistakes you are 
bound to make and the greater progress you are sure to 
meet. 

And if you get into a tight place, don’t fret and worry 
and run. Think. Calmly think—and then bravely act. 
The result will take care of itself. 

The reason why human beings dominate and rule is 
because they think. 

You can think yourself into a very beautiful world, 
even though it may show before your very eyes the evi- 
dence of great wreckage and disaster. 

The great God thought this world all out in advance. 
And when He had established its basic parts it made 
Him very happy.—Wichita Beacon. 











For stools 
as narrow as 
11% inches 


ASILY operated, and 

automatically locked. 
Moves outswing windows 
without disturbing fly 
screens. Half a dozen 
other desirable points ap- 
peal equally to the archi- 
tect who specifies, the 
dealer who sells, and the 
home owner who gains the 
final satisfaction. 

Even the builder finds an 
advantage, for No. 94 is simple 
to install and designed for 
stools as narrow as an inch 
and a half. Where casements 
are flush without stools a steel 
base can be supplied for 
anchorage, 

This operator has the same 
patented arm with noiseless 
sliding block that is embodied 
in the Rixson No. 95 operator 
which has been popular since 
1912. Its lasting efficiency is 
guaranteed by construction of 
Steel Stampings with a Hard 
Bronze Driving Screw. 


The Oscar C. Rixson 
Company 
4450 Carroll Ave. 
Chicago, Ill. 
N. Y. Office: 101 Park Ave., N. Y. 


Also manufacturers of: 


Overhead Door Friction Hinges 
jecks Casement Operators 

Floor Checks, Single Casement Hinges 
and Double Act- Concealed Transom 


ing 
Olive Knuckle 


Operators 
Butts, Pivots and 
Hinges olts 
Adjustable Ball 
Hinges 


Door Stays and 
Holders 
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SHUT 
3% TURNS 
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LOCKED 
in any 
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QUALITY ir2~ 


TTLE 
BOTA PS 


Theres a difference-~ 


TWO SIZES 
ONE GROSS—1-3 GROSS 


Pyramid Bottle Caps—for discrimina- 
ting buyers. The leader in the qual- 
ity market. The only cap made with 
the Famous “Nepro’”’ Cork Disc— 
the patented cushion seal. It is 
absolutely sterile and sanitary, made 
and packaged by automatic machin- 
ery, never touched by hand. 


Packed only in sealed packages (one 
ees and 1/3 gross) not sold in bulk. 
hese popular packages, in exclusive 
design and brilliant colors, sell on 
sight. 
Quality in bottle caps is in two factors that 
cannot be seen, but are mighty important. 


The two big important factors are— 


SEALING and SANITATION 


A dependable seal depends on the cork disc—a 
disc that remains soft and pliable and does not 


harden with age and exposure. Hard cork will 


not seal. 


Most beverages have some chemical reaction and 
will take up germs from unclean caps. 


Bottle caps made by this company have the two 
vital qualities built into them at the factory— 
the original and largest plant in the world. 


A sample package of either brand will be mailed 
upon receipt of 10 cents in stamps to cover cost 
of mailing. 





TWO SIZES 
ONE GROSS—1-3 GROSS 


“‘Home Use” Brand is the leader in 
the low priced field, the best cap 
made for the money. 
Packed in attractive sealed cartons 
—clean and sanitary. 





Home Use Bottle Caps are supplied 
in sealed packages containing one 
gross and 1/3 gross, also in bulk 
packages containing 50, 100 and 200 
gross each. 





The World’s Largest Bottle Cap Maker 
Baltimore, Maryland 


SEND SAMPLE PACKAGE 


HOME USE] PYRAMID) 
Enclosed find 10c for each sample checked. 








To meet the dealer’s need for a small can at a 
low price to sell regularly at around a dollar 
and, on sale for even less, we are now mak- 
ing a 24 gallon size can. 


Quality Far Above Average 


Made of 28 gage metal, enameled in choice 
of colors, with tight fitting die stamped 
top, and easy working pedal, this can with 
its leakproof galvanized inner pail, is not 
to be compared with those usually of- 
fered at this modest price. Finished in 
six snappy colors and packed in cor- 
rugated cartons ready to deliver. No 
comebacks on this can. It stays sold. 


Send for Complete Information 

about this new can and prices that 
will surprise you. We will be very 
glad to submit samples of the six 

different colors in order that you 
may fully visualize the sales pos- 
sibilities of this new can. 


SANITARY 
RECEIVER CO. 
DUNKIRK, N. Y. 


Indoor Receiver 











